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How to set up 
a handbag 
department 

and make it work 


The many “faces” 
of boots 


Selling shoes 
on a Satisfaction 
guaranteed basis 








others may sell «susstiTuTEs” ...“COPIES” ... “IMITATIONS” 


but only Dunham’s 


TYROLEANS 


are Genuine 


TYROLEANS 


Ever since we first introduced Dunham's 
TYROLEANS® six years ago, we’ve watched 
increasing numbers of footwear producers play 
“follow the leader’’. Imitations of our genuine 
Tyroleans® are a dime a dozen (almost literally!) 
. . . but it’s no secret that consumers by the thou- 
sands every week insist on the genuine when they 
buy . . . genuine Dunham’s TYROLEANS®. 


IF YOU’RE NOW STOCKING 
DUNHAM’S TYROLEANS® be ready 
for ‘‘back-to-school-and-campus’’. (Chil- 
dren's styles are now selling well.) Free 
display material available upon request. 


IF YOU’RE NOT YET A T.F. 

(‘‘Tyrolean Fanatic’’) please ask us to 

send you up-to-date information. You're 

missing a lot of profit! To give you even 

better service, we now have two ship- 

ping points for fast in-stock action. Write 

% or call today. 


“The styles that changed the nation's footwear habits’’ 
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The FASHION 


Silk Label Series. 
Model 271-1. 
Pin-Tuk Moccasin 
Toe Blucher in 
Dark Olive, Black 


or Brown Calfskin. 
































The ESQUIRE 
Silk Label Series. 
Model 124. 
Hi-Riser Slip-On 
in Black or Brown 


Imported Calfskin. 


, 1961 
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Dependable, built-in MASSAGIC com- 
fort is a smart enough sales story to put 
more profit in your pocket, every time 


you tell it. It’s one of the basic benefits of 
MASSAGIC shoes that keep customers 
coming back, pair after pair. 


Smart styling, new styling, is the 
solid second leg that supports your 
MASSAGIC sales—fresh color concepts, 
new lasts, and crisp designs. 


If you’re not already a MASSAGIC- 
smart Dealer—and if profit is important 
to you—write for details, today. 


At Retail from $15.95 to $23.95. 
Other Weyenberg styles from $11.95. 
The ROCKET - 
Model 2210.9. : WEYENBERG SHOE MFG. CO. 
"frown Calfskin. 2 MILWAUKEE 1, WISCONSIN 


Moccasin Toe, 
3-Eye Tie Blucher. 
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Another promotion first from Freeman .. for Fall, 1961 


FREENM AWN 


Shoes for America’s 
Best-Dressed Men 


Your own experience proves it...so do sales: your customers want and welcome 
authoritative help in selecting the shoes in their wardrobe. Now Freeman provides 
it ... backs your own selling success...with styles selected from the Freeman Fall 
collection by a distinguished Jury assembled with the help of Sports Illustrated maga- 
zine. Each medal-winning style is marked with a replica of the Award... and all the 
styles are backed by national advertising and a complete promotion package. 


Write for the complete story on FREEMAN SHOE CORP. 
Freeman’s Award-Winning Styles Beloit, Wisconsin 
+. and the entire Freeman line. 
America’s Largest Exclusive Makers of Men’s Fine Shoes 
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In this issue... . 


The many ‘‘faces’’ of boots 
Teenagers will be boot happy this fall and diversity is the 
key to their urge for individuality. 


Shoe boxes with the “‘sable”’ sell 
Creatively designed boxes as "selling props" would add 
glamor in the dramatic presentation of fashion shoes. 


How to set up a handbag department and 
make it work 


In addition to coordinated bags, there are four basic types 
that are musts for a successful operation. 


Men’s work shoes dress up to new status .... 
New advantages in improved appearance and added pro- 
tection are now combined with light weight comfort. 


The seven basic shoe designs 
Seven basic designs are at the root of all the thousands of 
new styles that are constantly being developed. 


Selling shoes on a satisfaction guaranteed basis 
A New Jersey store backs up every sale with a thirty-day 
guarantee but hasn't yet had to make good. 


Your ‘‘strike’’ in bowling shoes 

By 1966 there will be 39 million men, women and children 
using the bowling alleys of this country. A small investment 
will get you started with a stock of bowling shoes. 
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Coming June 15... 
The market for women’s professional shoes 
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Washington alert 
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Salesmen on the road .... 


There is a rapidly growing demand for what were formerly 
called "nurse's" shoes. Beauticians, waitresses, food market 
checkers and other uniform wearers are swelling the market. 
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Our Pledge 


To promote and protect 
children’s foot health. 





To serve our customers 
— not to sell them. 


To practice the science 





of proper fit, relating 
* heel to ball measurements 





* heel to toe measurements 

* width measurements 

* structural characteristics 

* overall conformation—to determine 


correct last and size. 


To provide a'size-check service 





to safeguard that fit. 


To ensure that the shoes we endorse 
are made over approved lasts, 

. and meet quality standards . 

- of material and construction. 


To merit the confidence 
our customers place in us. 


This Code of Good Practice is available as a dis- 


play plaque to Blue Star merchants, with whom 
we share the conviction that ours is not just a 
business ... it is a continuing trust. of 


Blue Star Shoes, Inc. — Manufacturers, 5 Franklin Street, Lawrence, Massachusetts S TAR. 


$5-$6-$7 Shoes 





WASHINGTON ALERT ., acorce eae 


NATIONAL NEWS WITH AN EMPHASIS ON SHOES 


Turkey to get calfskins 


Despite strong protests from the 
Congress, from shoe manufactur- 
ers, and from tanners, the govern- 
ment seems determined to go ahead 
with its plans to give Turkey the 
money to buy scarce calfskins. The 
obvious fact that these additional 
purchases by the Turkish govern- 
ment will only aggravate an al- 
ready tight situation doesn’t seem 
to phase the Kennedy Administra- 
tion. 

The Tanners’ Council has ex- 
pressed its shock over the disincli- 
nation of the Administration to 
answer any specific questions about 
supply and demand in calfskins. 


Muskie bill gains 


Senator Muskie (Maine Demo- 
crat) is gaining substantial sup- 
port for his bill to limit imports. 
In mid-May, eight Democrats and 
two Republicans had signed up as 
co-sponsors of the bill (S. 1735). 

Fact that eight of the eleven 
sponsors are Democrats shows how 
the 25-year-old reciprocal trade 
law has lost favor in the party that 
first sponsored it. There is not a 
state nor a congressional district 
that does not today feel the effect 
of imports. Unemployment and 
closed factories, both resulting 
from the growing volume of im- 
ported goods, have become a com- 
monplace story at the Capitol— 
and an embarrassing story for 
many congressmen who formerly 
were eager supporters of free 
trade. 

The following Democrats in mid- 
May had joined Senator Muskie in 
calling for voluntary quotas on im- 
ported goods: Talmadge (Georgia), 
Chavez (New Mexico), Smathers 
(Florida), Long (Louisiana), Bart- 
lett (Alaska), McCarthy (Minne- 
sota), Bible (Nevada), and McGee 
(Wyoming). ar + oy" 
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The following Republican sena- 
tors had signed: Bush (Connecti- 
cut) and Wiley (Wisconsin). 

Note how the sponsors are from 
every section of the nation. Both 
industrial states and agricultural 
states are represented. All were at 
one time enthusiastic supporters 
of the reciprocal trade law. All are 
now worried over the harmful ef- 
fect of imports in their states. 

The Muskie bill is now before 
the Senate Finance Committee, 
which is headed by Senator Harry 
Byrd (Virginia Democrac). 


But JFK spurns quotas 


President Kennedy once again 
has frowned on suggestions that 
imports be limited. In a long com- 
ment on the textile import problem, 
JFK reminds all industries that 
there is little or no hope of seeing 
import quotas or higher tariffs im- 
posed during his Administration. 

The White House thus has made 
it clear once again—in case some 
of us didn’t get the word in earlier 
Kennedy speeches—that the New 
Frontier calls for a great volume 
of imports, not a lesser volume. 

What’s to be done about dwin- 
dling factory sales caused by im- 
ports? About bankrupt companies 
whose sales have been shriveled by 
imports? About unemployment? 

Mr. Kennedy says the answer is 
federal subsidies to the affected 
areas, increased unemployment pay 
for laid-off workers, and training 
of the unemployed shoe workers for 
new industries. 


It’s deductible 


President Kennedy’s request for 
a tough new law to cut down 
on “expense-account living’ draws 
only a lukewarm reception in the 
Congress. It’s extremely doubtful 
if any such new law will be written 


this year. 


Mr. Kennedy said in a lengthy 
tax message to the Congress that 
he is disturbed because “too many 
firms and individuals” are deduct- 
ing from their tax returns too 
many personal living expenses and 
calling them “business expenses.” 

“The slogan—‘it’s deductible’— 
should pass from our scene,” Mr. 
Kennedy declared. 

And he went on to say that he 
is now convinced that stricter en- 
forcement of the tax laws is not the 
answer to “expense account living.” 
Stricter enforcement only means 
that expense accounts have to be 
submitted in greater detail. 

The solution as JFK sees it is 
not to submit detailed statements 
in attempts to justify “expense ac- 
count living” but rather to get a 
new law which absolutely forbids 
such deductions as yachts and hunt- 
ing lodges and which severely re- 
stricts business-pleasure trips, per- 
sonal living expenses, and gifts. 

Mr. Kennedy’s tax message to 
the Congress was accompanied by 
a long list of examples to back up 
his point that “expense account liv- 
ing” has gone too far. Among 
them is the case of a shoe manu- 
facturer (name deleted) who 
claimed a deduction of $20,907 for 
his yacht because the boat was 
used, he said, to demonstrate a non- 
skid sneaker to customers. The In- 
ternal Revenue Service trimmed his 
$20,907 claim to $16,943. 

President Kennedy said this 
shows how a “relatively slight busi- 
ness element” permits the tax de- 
duction of an “essentially personal 
type of expenditure.” 

Restaurant, theater, and hotel 
executives have been rocked by the 
Kennedy proposals. They claim the 
JFK demands for less “expense 
account living’ would deal them a 
knockout blow. And they are con- 
sulting with Washington lobbyists 
on how to defeat the proposals. 
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for the child you love 


Little Yankee children’s shoes 


aS 


a 


> 


YANKEE SHOEMAKERS, INC. + A division of the Sam Smith Shoe Corporation +» Newmarket + ‘NH. 
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have some bones to pick with you 


They are the bones of the human foot and the subject of Lesson One 
in the course offered by the American Shoe Fitting Institute, a non- 
profit subsidiary of Yankee Shoemakers, Inc. No other shoe manufacturer 
has ever made available such a constructive and comprehensive program 
to help the shoe retailer solve one of his toughest problems: The thorough 


training of store personnel in professional shoe fitting techniques. 


Little Yankee dealers who have taken the course simply couldn’t be 
more enthusiastic about the benefits. They are respected as experts in 
their communities — on a plane above competitors. They are able to talk 
intelligently with doctors and obtain profitable prescription business. The 
American Shoe Fitting Institute symbol, which they are authorized to 
display, has brought in new and intelligent customers who know the vital 


importance of fit to foot health. 


The American Shoe Fitting Institute is only part of Little Yankee’s 
sales, merchandising and advertising service — the most complete in the 
children’s shoe business. Like the weather, dealer help is talked about by 
everybody — but Little Yankee does something about it! 


The American Shoe 
Fitting Institute 
course covers these 
subjects: Foot 
Anatomy, Medical 
Referrals and Shoe 
Fitting Techniques. 
Graduates are 
authorized to display 
the symbol at the 

left — the most 
needed, confidence- 
inspiring symbol in 
shoe retailing today. 
To find out your 
store can qualify, 
write to American 
Shoe Fitting Institute, 
Newmarket, N. H. 


THE AMERICAN SHOE FITTING INSTITUTE + Created By LITTLE YANKEE To Serve The Shoe Retailer 
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CUT COSTS, INCREASE PRODUCTION 
...that’s the result when Hytronic® Cutting replaces Clickers! 


“Six Hytronic Cutting Machines do the work 
of seven Model C Clicking Machines. . . increase 
production 15% while practically eliminating die 
sharpening and repair costs .. . operators make 
more money and produce more shoes with less 
effort, resulting in better quality’’—- reports Richard 
J. Potvin, Jr., Vice President of Manufacturing, 
R. J. Potvin Shoe Company. “In addition we’ve 
reduced costs for new dies 20% while eliminating 
several manufacturing operations by incorporat- 
ing special features in the die itself. We were able 
to do this because of the softer action of the 
Hytronic cutters. 


“Our savings in die repair and sharpening more 
than pay for the additional cost of the Hytronic 
cutters; we have not sharpened one die in two 
years, now use lighter weight dies. Each cut is 


precise and clean, manual finishing has been 
eliminated. A savings of $60.00 weekly in sandal 
production results by combining perforating and 
marking with die cutting, thus saving two 
operations. 


““In a few weeks an operator upped his produc- 
tion from eight to twelve S6-pair cases of top 
leather. Concurrent with our constant search for 
an improved product is our attempt to provide our 
employees with better working conditions while 
increasing our production.”’ 

The experience of Potvin Shoe Company with 
(AC Hytronic Cutting Machines is representa- 
tive. Other shoe manufacturers tell us that they 
are obtaining similar advantages in cutting upper 
leathers, linings and insoles. Find out about them 
first hand; phone for a trial today. 


WJnited. 
UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


uso-e8 
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DATES 





Major markets . . . 


Allied Shoe Products Show, Spring-Summer 
1962, New York Trade Show Bidg., New 
York J 17-20 

Shoe Fabric Show, Spring-Summer !962, Na- 
tional Shoe Fabric Assn., Hotel New 
Yorker, New York 

Leather Show, Spring-Summer 1962, Tanners’ 
Council of America, Statler Hilton Hotei, 

New York 

National Shoe Fair, National Shoe Manu- 
facturers Assn., and National Shoe Re- 
to'lers Assn., Fontainebleau, Barcelona, 
Soxony, Sorrento and Montmartre Hotels, 
Miami Beach, Fla. ......-cccsceses Sept. 

Shoe Show of America (formerly Popular 
Price Shoe Show of America), Nationa! 
Assn. of Shoe Chain Stores and New Eng- 
land Shoe and Leather Assn., Hotels New 
Yorker and Sheraton-Atlantic, New — Ks 

Ov. 2- 


. . « and keep in mind 


Baltimore Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of Balti- 
more, Lord Baltimore Hotel, Baltimore 
June 11-14 
Marketing and Distribution Management 
Meeting (formerly Merchandising Clini 
National Shoe Manufacturers Assn., 
ler Hilton Hotel, New York 
Philadelphia Wholesale Shoe Mart, Sum- 
mer-Fall showing, members' showrooms, 
Philadelphia June 25-27 
New York Shoe Wholesalers’ Assn., Fal! 
Shoe Show, members' showrooms, New 
York City June 25-28 
Michigan Shoe Travelers Club, Shoe Fair 
Caravon, Statler Hilton Hotel, Detroit 
July 9-11 
Market Research Institute, National 
Manufacturers Assn., Miami Beach, Fla. 
(Hotel to be announced) Sept. 21-22 
Canadion Shoe and Leather Fair, Shoe & 
Leather Council of Canada, 
Mt. Royal Hotel, Montreal Oct. 1-4 
Midwest Shoe Travelers’ Assn., Spring Shoe 
Show, Palmer House, Chicago Oct. 1-4 
Dallas Spring Shoe Fair, independent spon- 
sorship, Dallas Trade Mart, Dallas....Oct. |-4 
Ohio Shoe Travelers Club, Spring Shoe 
Fair, Deshler Hilton Hotel, Columbus, O. 
Oct. 8-10 
West Coast Shoe Travelers’ Associates, 
Spring Shoe Show, Alexandria, Biltmore 
and Sheraton West Hotels, Los Angeles 
Oct. 8-11 
Southeastern Shoe Travelers, Inc., Spring 
Shoe Show, Dinkler Plaza, Henry Grady, 
Piedmont and  Peachtree-on-Peachtree 
Hotels, Atlanta Oct. 
Mountain States Shoe Travelers Assn., 
Spring Shoe Market, Albany Hotel, 
Denver Oct. 
Chicago Shoe Show, National Shoe Manu- 
facturers Assn. and National Shoe Re- 
tailers Assn., Palmer House and Conrad 
Hilton Hotels, Chicago Oct. 22-25 
Pacific Northwest Shoe Travelers, Seattle 
Spring Shoe Fair, Olympic, Stewart and 
New Washington Hotels, Seattle 28-31 
Southwestern Shoe Travelers Assn., Inc., 
Spring Shoe Fair, Adolphus, Baker and 
Statler Hilton Hotels, Dallas....Oct. 28-Nov. | 
Pennsylvania Shoe Travelers’ Assn., Inc., 
Spring Shoe Show, Hotels Penn Sheraton 
and Carlton House, Pittsburgh. .Oct. 29-Nov. | 
Indiana Shoe Travelers’ Assn., Inc., Spring 
Shoe Fair, Claypool Hotel, Indianapolis, 
Ind. Nov. 5-7 
Boston Shoe Travelers’ Assn., Spring Shoe 
Show, Parker House, Boston Nov. 


Foreign... 


Semaine Internationale du Cuir (Interna- 
tional Leather Week), Parc des Exposi- 
tions, Porte de Versailles, Paris, France 

Sept. 8-13 

italian Shoe Week, Vigevano, Italy..Sept. 17-25 

Sample Shoe Show, Dusseldorf, Germany 

Oct. 1-3 

Shoes for Spring Exhibition, Footwear Man- 
ufacturers’ Federation, Mt. Roya! Hotel, 
London Oct. 2-5 

Fashion in Footwear Exhibition, Washington 
Hotel, London Oct. 2-6 
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SPEAKING OF DATES 


SEPTEMBER OCTOBER NOVEMBER DECEMBER 


APRIL MAY JUNE JULY AUGUST 


JANUARY FEBRUARY MARCH 


Schools Out... But... 
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ALY-BONES 


for “school shoe” business! 


Ready for you now. . . the most complete, most 
wanted new line of Lazy-Bones shoes ever! Plan 
now for your biggest selling season . . . you can 
depend on Lazy-Bones in-stock service, profitable 
mark-up and high-volume turnover. Your custom- 
ers will be asking for Lazy-Bones back-to-school 
favorites. ORDER NOW! 


THE JUVENILE SHOE CORPORATION OF AMERICA, AURORA, MO. 
MAKERS OF 


LALY-BONES 


Good. Shoes fot Poy and Geil 


ANY MONTH |S LAZY=BONES = S MONTH 
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Johnson’s Shoe Polish 
has started 


a profit 
revolution, 


says Vic Kanners of Kanners & Patrize Co., Michigan’s leading findings house 


AT DETROIT’S KANNERS & PATRIZE CO., 
SHOE POLISH PROFITS ARE UP 17.5%—THANKS 
TO JOHNSON’S NEW WAY TO SHINE SHOES! 


‘By opening up the 49¢ shoe polish field, Johnson’s has really 
started a revolution,’’ says Vic Kanners. ‘‘In the last year the 
percentage of business we do in 49¢ polish has doubled—and 
now accounts for more than 50% of our dollar business. 


‘‘What’s more, our total shoe polish profit is up 17.5%. Part of 
this plus profit comes from customers switching from 25¢ to 
49¢ merchandise—and the rest comes from the brand new 49¢ 
customers who are buying because of Johnson's advertising 
and promotion!”’ 

Johnson's Shoe Polish is now in full national distribution, 
with—Biggest advertising campaign in shoe polish history— 
Double profit story—Free display rack! Johnson's Shoe 


Polishes—14 colors including white and neutral. 
JOHNSON’S WAX 


For the whole story, see your Johnson's Wax representative or your wholesale salesman 
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MAKE IT YOUR BUSINESS TO SEE THE MOST EXCITING 
COLLECTION OF LEATHERS EVER ASSEMBLED IN THE WORLD 


THE LEATHER SHOW 


JUNE 18-21 STATLER-HILTON HOTEL 
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which boys dad makes more money ? 





You'll never tell by their shoes. Both wear Pro-tek-tiv’s! « Most parents, regardless of their income 
bracket, look for quality first in children’s shoes. If necessary, they deny themselves to give their 
children the best. « You take dead aim on this massive, quality-first market with Pro-tek-tiv’s. Offer 
Pro-tek-tiv’s FIRST . . . they have the quality parents look for . . . and are willing to pay for. You 
make more profit per sale. You build repeat sales—the key to success. « Perhaps Pro-tek-tiv’s won’t 
identify the parent who makes the most money. But they will 


identify the dealer who does. * When you step up to quality—your 
customers step into Pro-tek-tiv’s—you step up sales and profit. 


) DARK BROWN 
BLACKGRAIN | GRAIN 
ian, #3956—Youth’s | #5956—Youth’s 


FINE QUALITY CHILDREN’S SHOES SINCE 1882 aie sc ea 
CURTIS-STEPHENS-EMBRY CO., READING, PENNA. % iS a Ze Write for new catalog. 


ale, 


BUILT-IN HEEL EXTRA HEEL ig LOWER OUTSIDE — AND yon DIFFERENT ARCH- BREAK-IN DIMPLES FREQUENT “LAST 

WEDGE . . . to help TING AID... QUARTERS . HEEL HEIGHTS ... . . . provide natural CHANGES... . twice 

keep ankles from help hold the heal gap at the Fa ng come changed twice in rest for the foot. in each size range. 

turning in. in normal position. no slip at the heel. fo taner side of foot. each size range. — brands change 
only once. 








EDITORIAL 


by JOHN REILLY 


An inefficient and costly practice 


For the past year and a half American industry 
has been plagued by a strange purchasing philosophy. 
Hand-to-mouth buying has become accepted practice 
in some businesses and it has played havoc with pro- 
duction schedules and profit margins. 

Starting with retailers, the obligation of carrying 
inventory has been passed back to wholesalers and 
manufacturers. They, in turn, have delegated the 
burden to processors and suppliers of raw materials. 

At first, this hand-to-mouth buying was generally 
attributed to inventory liquidation. Eighteen months 
later it still exists and, in certain businesses, shows 
strong indications of becoming a permanent philos- 
ophy. It is an economically unwholesome philosophy. 
It has slowed down recovery and for the future poses 
a threat to the normal growth of the economy. 

It is a luxury in which some industries, because of 
their structure and profit margins, may be able to 
indulge. It has no place in the highly competitive 
shoe industry with its rigid price brackets at retail 
and low profit margins at the manufacturing and 
tanning levels. 


Bad for the retailer 

Hand-to-mouth buying is bad for the retailer be- 
cause it means that he is not carrying his stock in 
depth. For smaller retailers, particularly those who 
depend on In Stock, it is an inefficient and costly way 
of doing business. It is costly because of special order 
and small lot shipping charges and even more so 
because of sales that are lost through “walks”. 

When business is hard to come by, far too many 
manufacturers sharpen their pencils too fine. The 
result is lowered profit margins, often actual losses. 
Manufacturers, working with reduced leather inven- 
tories, put the squeeze on tanners for lower prices 
and unreasonably fast deliveries. And so the vicious 
cycle continues. The tanner, with light inventories 
of finished leather and hides, must rush into the 
market to cover. And the raw stock producers prompt- 
ly take price advantage of even the slightest flurry 
of activity in the market. 

Here is the most sensitive area in the whole stream 
of shoe trade. And it is one which is presently causing 
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industry economists considerable concern. 

They know that when the industry pipe line is not 
reasonably well filled from the retailer’s shelves to 
the tanner’s hide cellar, a volatile situation exists. 

Any unusual activity at the factory level is im- 
mediately reflected in higher hide prices. 

Many reasons have been given for this hand-to- 
mouth buying by the retailer: bad weather, uncer- 
tainties in the style picture, lack of confidence in the 
business situation, generally tighter inventory con- 
trols. 


Two serious results 


Regardless of the cause, if this hand-to-mouth buy- 
ing of shoes continues, two serious situations could 
result. The first is that it may be an attempt to per- 
manently pass back inventory obligations in an in- 
dustry whose structure is not geared for such a prac- 
tice. The second is that the dam will break suddenly 
with a flood of orders to manufacturers, followed by 
a repetition of the chaotic situation which prevailed 
in the hide and leather markets in 1959 and ’60. The 
first quarter figures of 158.5 million pairs produced, 
only 3 per cent less than 1960, practically assures a 
600 million pair year. This is a remarkably high 
figure in view of the hund-to-mouth pattern which 
has prevailed. 

It is generally accepted that the recession has bot- 
tomed out and that retailers’ buying will be more 
normal from here on in. 

This need not necessarily bring about a repetition 
of the 1959-’60 price explosion in leather. Orderly 
commitments right across the board and better recog- 
nition of the pricing problems of the shoe manufac- 
turer and tanner by raw-stock producers are essential 
during this period of transition in the economy. Un- 
less this cooperation and understanding are forth- 
coming, retailer, manufacturer, tanner, and in the 
long run, the raw stock producer himself, will suffer 
serious consequences. Consumer reaction to sudden 
and drastic price increases in shoes always has been 
prompt and negative. The lesson of 1959-’60 was a 
costly one. It must not be forgotten! 





Study these Classics and discover why 


THE WHOLE FAMILY GOES TO SCHOOL 


in wonderful 


WEEJUNS® by BASS 


BOYS can be boys 
in No. 800B 


= 


the carefree casuals with 


GIRLS dote a tradition of finest leathers, 
on No. 324W 


superlative craftsmanship and 
the “true moccasin”’ construction 
that cradles the feet in 
constant comfort. That’s why from 
MEN ¢0 everywhere Grade School to PTA the choice is 


in No. 734 


WEEJUNS* all the way! 


Nationally Advertised 
in the Back-to-School issues of the 


magazines your customers read. 


WOMEN really live 
in No. 1OOOW 


Originators of Weejuns* 
Footnote to a Profitable Future: Include other Bass styles for men, women and boys. They’re handsome and then some! 


No. 2163 = | : No. 301W 
*T. M. Reg 


G. H. BASS &£CO., Dept. BS-6, Wilton, Maine « 614 Marbridge Bidg., N. Y.C.1, N.Y. 
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The cost of lost customers 


“The High Cost of Lost Custom- 
ers” (May 1, p. 19) is one of the 
top articles of the year in my opin- 
ion, because it discusses a cost, lost 
sales, that is tremendous and diffi- 
cult, if not impossible, to measure. 
I think your figures are certainly 
conservative. This does not only 
apply at the retail end but also at 
the wholesale end. Just think of 
the amount of “lost” business in 
this country today because of the 
failure of shoe travelers to prop- 
erly cultivate their territories, or 
because sales managers have not 
properly thought through their 
sales campaigns! 

IVER M. OLSON 

NATIONAL SHOE MFRS. ASSN., INC. 
NEW YORK, N. Y. 


Stimulating articles 


Please accept my congratulations 
not only on the “new look” of the 
magazine, but on its interesting 
and stimulating articles which 
seem to deal with shoe industry 
problems so intelligently and so 
graphically, that one is tempted to 
read it from cover to cover at one 
sitting. 

FRED J. DIAMANT, PRES. 
DESCO SHOE CORP. 
NEW YORK, N. Y. 


Welcomed and needed 


Congratulations on your new 
magazine. A major change that is 
both welcomed and needed. May 
you have many years of success. 

STEVEN JEFFREY 
STEVEN JEFFREY CHILDREN’S 
FINE SHOES 
STATEN ISLAND, N. Y. 


Kid leather for boots 


Congratulations on the very ex- 
cellent issue of May lst. The edito- 
rials and the advertising, taken as 
a whole, were far superior to any- 
thing I have seen for many years. 

There was quite a lot about boots 
—cowboy boots, women’s boots— 
and one thing that occurs to me is 
that kid leather is the ideal leather 
for boots, particularly women’s 
jodhpurs and so forth, but also, 
cowboy boot tops. It conforms to 
the foot and the limb and does not 
resist normal action. It is nice ap- 
pearing leather whether in glazed, 
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matte or color. 

My thinking, also, is that if shoe 
manufacturers came out with a 
boot of kid it would be something 
new, something that hasn’t been 
done for a long, long while, .which 
would mean additional sales and 
might find a very ready market. 

I understand, also, there have 
been boots imported from France 
and many of these are of kid. 

WILLIAM F. HICKEY, PRES. 
JOHN R. EVANS & CO. 
BOSTON 


Wants NRMA address 


The “new” BooT AND SHOE RE- 
CORDER is the best yet. As a pioneer 
in the free standing discount high- 
way business, I am on the constant 
lookout for new ideas and aids. 

As a reader for 15 years, I’ve 
never felt any real yen to write to 
you until now. There isn’t any use 
my listing all the departments I like 
because I like them all. I’m sure 
everyone else in the industry does 
too. 

One thing you neglected to do. In 
“Shoe School” you wrote about the 
NRMA but did not give any ad- 
dress to find out more about this 
organization or how to join. 

ERNEST FRAGER 
PATERSON, N. J. 


Pardon our slip. The address of 
National Retail Merchants Assn. 
is 100 W. 31st St., New York 1. 


Modern trade paper 


I haven’t had a chance to con- 
gratulate you on the new RECORDER. 
This modern trade paper is as fine 
as any I know serving a particular 
field. 


MERRILL A. WATSON, EXEC. V. P. 
NATIONAL SHOE MFRS. ASSN. 
NEW YORK, N. Y. 


Honesty and thoroughness 


For more than 50 years I have 
been reading the BooT AND SHOE 
RECORDER. Now with your new pro- 
gram the RECORDER is “WONDER- 
FUL.” Congratulations because of 
your change! 

The RECORDER has always been 
easy to read. It carries the most 
complete information from all an- 
gles of the industry, with honesty 


LETTERS 


and thoroughness in reporting. It 
is a pleasure to page through and 
find easy reading, plus observing 
the advertising which is outstand- 
ing. The grade of paper that you 
have always used in the RECORDER 
is of the best, and helps to develop 
the advertising. 

GEORGE P. UTLEY, PRES. 

THE IRVING DREW CORP. 
LANCASTER, 0. 





New editorial vitality 


Sometimes stores and magazines 
promise to do a big remodeling job, 
but they fall far short. In your 
case I think the result is excellent, 
from cover to cover. 

Please accept our congratulations 
on your new editorial vitality. That 
means more to an advertiser than 
all the pie charts and Audit Bureau 
circulations. 

L. D. HAFEMEISTER, ADV. MGR. 
WEYENBERG SHOE MFG. CO. 
MILWAUKEE, WIS. 


The ills of the shoe business 

I wish to compliment you very 
highly on the last two terrific ar- 
ticles that you have written on “In- 
side Shoe Business.” (The Booby- 
trap of Low Prices, April 1, p. 27; 
Build-ups for Let-downs, April 15, 
p. 27.) 

My own sentiments are that pro- 
motions and price are the two ma- 
jor factors which are killing a good 
sound business. Service with proper 
fitting seems to be a lost art. 

Your two articles stressed these 
points very well. 

I sincerely hope that you will 
continue to write about the ills of 
the shoe business of today, and not 
of yesteryear. 

HAROLD L. COHEN, BUYER 
I. MAGNIN & CO. 
SAN FRANCISCO 


Toe spring article helpful 
You are to be commended on 
your Shoe School article, “The 
What and Why of Toe Spring.” 
To me it’s very helpful knowledge. 
MOSE LEIBOWITZ 
FAIR & SQUARE SHOE STORE 
YORK, PA. 
(MORE LETTERS ON PAGE 37) 
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ANNIVERSARY 


important milestone for the 45,000 companies, large and small, 
which offer the Payroll Savings Plan to their employees. Payroll 


Savings is the heart of the bond program, and the means 
TH FE} which millions of families have seen dreams realized 
since 1941. It has been good for business and industry... 
good for local communities ...good for the nation’s 
| F A ae welfare. Above all it is good for the citizen 
who sees in each Savings Bond a share in his 

country’s future. 
a F: yours is one of the 45,000 participating companies, this 
anniversary year offers a good reason for renewed promotion. 


Forhelpand suggestions, contact your State Sav. 
ings Bonds Director, or write: U.S. Savings Bonds 
Division, Treasury Department, Washington 25, D.C. 


U.S. SAVINGS BONDS DIVISION — 
20 YEARS OF SERVICE TO AMERICA 


BOOT AND SHOE RECORDER @ 


AT This 20th anniversary of the U.S. Savings Bonds program is an 


The U. S. Government does not pay for this advertisement. The Treasury Department thanks, for their patriotism, The Advertising Council and the donor above. 
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Tailored Trio 


Deceptively casual, these Viner flats are at 
home on campus, in the office, on a shopping 
trip. Designer detailing and Guildcrafted 
workmanship add a look of luxury . . . yet 
they sell.in your volume $6.95 — $9.95 
price range. In-Stock, of course, for prompt 
delivery. Write for latest catalog today. 


We 
VINER BROS., INC., BANGor, MAINE FOOTWEAR 


Shoe Craftsmen Since 1905 


young and gay 








a a 


Gee? Btn’, we 


THE ULT iit 
MEN'S CEMENTS 


® Tighter Edges @® Stronger Bonds 


OR SILHOUWELTS 


] 


@® Shorter Drying Time 


Gives you better shoes and 
Speedier Production 


Demonstration! : 
UNITED SHOE MACHINERY CORPORATION 
140 Federal Street. Boston 7. Massachusetts 








HS 301 Oak Llama 
HS 302 Black Llama 


And Jews 
ened Prendloonte 


For young men — and men who stay young — 
Edwin Clapp proudly presents a new group of 
Hand Sewns . . . elegant in styling, flawless in 
craftsmanship, unequalled in sales appeal. 
Write for color brochure today. 


HS 201 Dark Brown Calf 
HS 202 Black Calf 


HS 103 Oak Liama * : IN-STOCK 


HS 104 Black Liama 


*STastisnen 189° 


EDWIN CLAPP & SON, INC., 443 ALBANY ST., BOSTON 18, MASS. 
*Handsewn Forepart 





Announcing an exciting 


new addition to the famous ORIGINAL 





Women who have bought them rave about the 
instant comfort of these wonderfully 

soft and light genuine deerskin shoes! No 
breaking-in ... they’re so soft and 

flexible. No cleaning problem .. . 

they’re hand washable. A deep 

Air Pillow Cushion from heel to 

toe plus a light cushion 

sole. IN-STOCK now for 

immediate shipment. 


GENUINE DEERSKIN 
7032 Natural 
9032 Snow White 
Sizes 
N-M-W 4-11 
Price $7.50 


PLUS... 


These three famous genuine deerskin 7016 Natural 
DEER-EASE luxury casuals! Hand washable 

. . with full length deep Air Pillow. . . 
mere ounces in weight! oe ici 


Sizes 
N-M-W 4-11 


Price $7.50 1016 Black 


CUSHIONIZED BELLAIRE SHOE CO., Portland, Maine 





NEW! Canw Pek 


for Mr... 


HANDLES 


Mrs... 


and moppets! 


...and you save money with all three! 


CARRY + PACK KINGS 
make it a man’s package 
in every sense of the word. 
Extra strong, extra long, 
tailored in your choice of 
leather, linen or other 


custom imprinted designs. 


CARRY+PACK STANDARD .... fa- 
mous in the finest shops for beautiful 
packaging that eliminates the need for 
custom boxes or expensive special wraps. 
All luscious colors on custom design. 
Truly the most elegant way to save 
money and have better packaging. 


KIDDIE CARRY+*PACK ... Pure fun 
for the small fry . . . Pure showmanship 
and profit for you. Kids adore carrying 
They'll ask to 
shop at your place the way they beg for 
TV cereals. 4 stock designs and colors to 
choose from plus custom design service. 


their own “purchase.” 


New ideas . . . quality . . . know how .. . service (and lots of it) are some of the reasons for Carry+Pack’s 
leadership. These 3 new handles demonstrate that handles are our specialty and not a sideline! 


MAIL THE COUPON TODAY FOR A FREE 10 DAY TRIAL OF CARRY-PACK HANDLES! 


CARRY* PACK CO., LTD., Schiller Park, Illinois 


Your Carry * Pack service representative 
Canadian Licensee: Top Paper Products Ltd., Guelph, Ont. 


will take care of all details. 
He is in your area now! 


Dispensers are loaned FREE! 


Gentlemen: I'd like to try Carry « Pack. Please send: BSR-6'! sas 
C) Free literature and samples. All at no obligation to me. 


(0 Free 10 day trial in — color. 


SNe SSE WR Nee ree OE ot 

Sa icceccititcttideeee 

Address__ ‘ - 
Schiller Park, Minois siiicazeeen 
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An exciting new look from 
B.F.Goodrich and Hood Footwear— 
a new Fall Casual line that features all 
the most glamorous innovations of the 
year! Two completely new lasts—the new 
i CONTINENTAL SQUARE-TOE 
The shapes of things to come anda fresh, sophisticated 


NEEDLE-TOE—give your 
customers the season’s most fashionable 
choice. And fabric casuals have never 
looked richer! New textured Novelty and 
Bouclé fabrics in muted autumn tones 
—new snug styling in pumps, slip-ons, 
bootees and tie-shoes—all in one 
compact line designed to boost your 
sales and your profits! Your 
customers will see them in full-color. 
advertising in LOOK Magazine. 
Make sure you see them when your 
BFG or Hood salesman calls! 


—~ 


—s 


() BEGoodrich | 


TO ORDER: Contact our nearest branch, or write— 
B.F.Goodrich or Hood Footwear, Watertown 72, Massachusetts. 
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A sale doesn’t just happen 


—Sales executives and buyers have long known that 
one of the most pernicious and persistent blocks to 
good selling is the lack of planning each individual 
sales call. 


—Grey Matter, published monthly by Grey Ad- 
vertising Inc., considered this matter extensively and 
indicated that this advance planning can mean the 
difference between a so-so salesman and a topnotch 
one. 

—The important point they made is that the first 
step is to consider the call, not as a selling call but 
rather a service one. If the salesman does this, his 
next logical step is to consider the buyer’s problem 
and how it relates to his line; then to emphasize the 
specific features that would help the buyer toward a 
solution of his problem. 

—He should point up the selling angles in the product 
that will help the customer get more margin, better 
turnover, more sales per square foot, attract new cus- 
tomers to the store, stimulate impulse sales. 

—He should include some service to the customer .. . 
some ideas on how to get ideas. To do this, the sales- 
man must broaden his own knowledge. Read every 
available media . . . trade, consumer, etc. Look at 
everything with an “idea eye” in stores, windows, ads, 
displays, shelf arrangement. All these are “breeders 
of ideas.” 

—The salesman should question everything. Find out 
what can be improved. What can be changed by add- 
ing or subtracting. 

—tThis is merely a guide. It can easily be reshaped, 
molded and adapted to specific needs. 

—The important thing to remember is: “To keep 
ahead in selling, it’s vital to think ahead. A sale 
doesn’t just happen. It must be made to happen.” 


E.1B. Varun, Sh 
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JUMPING“ JACKS 


€ 


) 
Y 


SENIORS 
SCORE 
AGAIN... 


It’s a saddle! It’s a ‘“‘patches”’! 
It’s a 3 color combo! 


It’s the 


“DOOZIE” 


#1143—White Base, Black 
Saddle, Gray trim 


#1843—Black Base, Gray 
Saddle, Red trim 


Child’s and Misses’ sizes, tapered 
toe. Preteen sizes 42 to 8, pointed 
toe. Order now for August delivery. 


VAISEY- BRISTOL SHOE CO. 


Monett, Missouri 














ORIGINALS OF THESE STYLES ARE ‘‘HOT’’ RIGHT NOW 


at several times the cost of our copies! 


Thousands of successful operators know us very well. Thanks to them, we had to 








expand facilities and production three times in twelve years. Our shoe output for 
1960 exceeded 24% million pairs. Anyone who sees BAMBO 
Shoes for the first time doesn’t | _\ believe their low prices! They 
are of Goodyear-Stitched / ; & Construction; well-made 
take-offs of expensive, new , | j \ shoes. Edges are folded or 


French corded. Soles flexible ; and very durable. 


Latest toes in young men’s, | boys’ & little gents’ lasts. 


all shoes in stock... | JB  full-fitting tasts... 


























+5185 — Antiqued Burnt Brown Suburban +5149 — Antiqued Burnt Brown 3-Eyelet © +5106—Antiqued Burnt Brown Suave Conti- 
Boot in smooth side leather on fine-fitting,  Blucher in smooth side leather on modified | nental version of the ever-popular Loafer 
custom-character Continental last. In Black: Continental last; cable-stitched vamp. In with inverted, stitched band. Smooth Side 
+5285. Black: #5249. leather. In Black: #5206. 

Young Men’s 6-12 Cost You ... $3.50 Young Men’s 6-12 Cost You ....$3.15 Young Men's 6-12 Cost You $3.00 
Big Boys’ 3-6 Cost You $2.95 Big Boys’ 3-6 Cost You . $2.65 Big Boys’ 3-6 Cost You ... $2.70 
Little Gents’ 812-3 Cost You $2.42¥2 Little Gents’ 812-3 Cost You... $1.95 _ Little Gents’ 10-3 Cost You $2.00 








VOLUME BUYER INQUIRIES INVITED. 


SHOES 
DIV. of S.C. SPATOLA FOOTWEAR 


WAYCROSS, GA. 














INSIDE SHOE BUSINESS 


by BILL ROSSI 


A new look at ‘consumer demand’ 


Should consumers be asked what they want in foot- 
wear fashions? Should consumers have any influential 
say in how shoes are styled-—in the design and devel- 
opment of a new product? 

The answer is no. An emphatic no. Why? Because 
consumers really don’t know what they want before 
a product or fashion is introduced. They know what 
they like or don’t like, but only after the product or 
fashion is introduced. Consumers never lead. 


A misconception 

There’s a deep-seated misconception about what we 
term “consumer demand.” Consumers rarely demand 
any product or fashion until they’ve had a chance to 
examine it. The consumer cannot demand what doesn’t 
exist or what he doesn’t know about. The consumer 
is merely a jury sitting in on judgment of an act 
initiated by someone else. While this jury holds great 
power, this power is without function or purpose until 
first there’s something to pass judgment upon. 

There’s something very significant in all this. It 
means that the key to all ccnsumer demand is not the 
consumer but the producer and his creative staff. 
There can be no consumer acceptance or rejection of 
a product or fashion until it has been created and in- 
troduced by the producer. The producer and his staff 
initiate everything that is new; he is responsible for 
all change, good or bad, forward or backward. 

There was no public or consumer “demand” for the 
wheel, for the automobile, for frozen foods, for the 
safety razor, for electric lighting, for instant coffee—— 
or for just about any other product you can name 
throughout the whole course of history. 

The same principle applies to fashion. There has 
never been a single design or fashion, whether in 
apparel or footwear, that was initiated by consumer 
demand. New design or fashion has always stemmed 
from one of two sources: (1) The personal creation or 
selection of some prominent individual, with conse- 
quent influence on a large share of the public (for 
example, the influence of the Duke of Windsor, in 
past years, on men’s fashions; or the current influ- 
ence of Jacqueline Kennedy on women’s fashicns, hair 
styles, etc.) ; (2) the creations and selections of pro- 
fessional designers and stylists who seek to anticipate 
trends and consumer tastes. 

The second source is by far the more important. 
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Now, out of all this emerges a greatly significant 
fact. All consumer demand is created by the pro- 
ducer—whether it be for a product or a fashion. 

This places great power and opportunity in the 
hands of the producer and his staff. But it can be the 
power and opportunity to fail, as well as it can be the 
power and opportunity to succeed. 

This holds tremendous implications for shoe busi- 
ness. We’ve long tended to believe that the course of 
shoe business is determined almost wholly by the con- 
sumer. We’ve tended to believe that the industry 
itself has little influence on how much consumers 
spend for shoes, the number of pairs they buy, the 
kind of shoes they buy. This business philosophy is 
now open to serious question. 


The producer is responsible for demand 


If the producer is responsible for consumer demand 
—and consumer demand for shoes shows little year- 
to-year change—then it’s the producer and not the 
consumer who must answer for this. 

This can be graphically demonstrated. There was 
no “demand” for rubber-fabric casuals. But producers 
created this new concept—and sales rose from two 
millicn pairs in 1949 to 60 million today. There was 
no “demand” for women’s playshoes (which later 
evolved into casuals). But this new concept was intro- 
duced in 1933-34, and has since been responsible for 
a large share of the 65 per cent rise in per capita 
consumption of women’s shoes. And numerous other 
examples can be cited. * 

We see shoe business constantly receiving a smaller 
share of the consumer dollar. One reason is because 
other products and services have done more to inspire 
“consumer demand” than have shoes. 

The answer doesn’t lie in a greater torrent of 
style turnover. There’s heavy evidence to document 
this. The answer lies in more and better use of mod- 
ern marketing techniques to get closer attuned to 
consumer wants, tastes, changing habits. It also lies 
in the creation of new basic concepts in footwear (as 
distinguished solely from new fashions). 

To quote Shakespeare: “The answer, dear Brutus, 
is not in the stars but in ourselves.”’ And so the answer 
to consumer demand is not with the consumer but 
with ourselves who are responsible for creating con- 
sumer demand. 





No fads, no frills, just 


CTACKED WITH I*Y 
HONEST VALU 


GEORGIA STYLE! 


Boots by GEORGIA are built with 
top quality workmanship and 
materials. First grade hides; 
extra stitching for extra strength; 
and for lining, genuine top grade 
cream cowhide! Honest value 
from top to tap, and you 

profit MORE because you buy 
them right —sell them right 

and pay for them in the fall. 
And Georgia helps you sell 

with national advertising. 

It’ll pay you to stock 

and sell Georgia 

Wellingtons. 


A—WNe. 568: Goodyeor welt. Dress Wellington. Beautifully D—WMe. 564: Goodyeor welt. Rawhide sport Wistingten. Chey- G—We. $38: Goodyear welt. Warm and wooly Wellington 
finished dressy block side leather. Leather lined. Made on enne Rawhide uppers. Soft and mellow cream cowhide leather Lined with genuine shearling. Highly finished black smooth 
our special “New Look” modern last. Special heelseat. Rubber lining. Mode on our specic! Wellington last. Leother welt side leather uppers. 14 Iron oak rubber sole beacons heel 
heel. Ook bend leather sole. 8 and D widths .. He Oak bend leather sole. Special heel base. Rubber heel. B base. Rubber hee! . ... 0.75 

and D widths 
566: H—We. 536: Goodyear welt. Wellington. Shiny black, dressy 
ms ah na one ob paar pie —s side leather uppers. 14 Iron oak rubber sole. Rubber 
. aaa % s f itch Bae ay he 
21 Was Sauce cork pile and tall te mull teeter E —Ne. $62: Boys’ boot to match No. 564 in popular Cheyenne heel . oak .. 5.75 


Rawhide with oak bend leather sole | 

storm welt. Flexible leather insole. Made on our x int: Rubber test end siecisl battens on specie ae No. 535: Seine: in nla aN 25 ed ceta Sky hp hinkin tka 5.00 

Wellington last 5.75 ‘ : 

vee | —Ne. $42: Goodyear welt. Utility work Wellington. Oil retan 
leather. Finest quality Sse sole and heel. Cushioned 
Comfort insole 6.00 


We. $33: Some, in boys’ sizes ; ee = 

F —Ne. 293: Process 82.* Sport Wellington. Rawhide leather 
We. 555: Goodyear welt. Western Rawhide Wellington Moccasin toe. Adjustable strap with buckle across instep. 
Cheyenne Western Rawhide upper leather. Cream cowhide Cream cowhide lining. Creom color aie crepe sole J —We. 570: Goodyear welt. Glove leather Wellington. Fully 
lining. Ook bend leather sole. Leather pull straps. Special with step heel to match 6.75 Cream Cow leather lined. Storm welt stitched all around 
hee! bose. Brown rubber heel. B and D widths 8.40 heel. Jumbo Rib crepe sole 7.75 
No. 556: Some. in block SRY A EUSA Se a 7.90 Me. 234: Same, in boys’ sizes .............ceeceeeeeee> 5.40 No. 572: Some, in amber 


Manufacturing Co., Inc. 


The world’s largest exclusive manufacturer [ae ™ GEORGIA SHOE 


» , , » 
of men’s and boys’ work shoes and boots... stants Cilia: tical 
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VICE 
RADE 


“Manufacturers, designers and last 
manufacturers are trying some new 
things and doing considerable ex- 
perimenting with the square toe 
idea,” says A. H. YEARY, presi- 
dent and general manager of Tag- 
gart Shoes, Inc., Portsmouth, Ohio. 
“However, the present investment 
in pointed toes and the now accept- 
able lasts preclude the possibility of 
last changes amounting to more 
than research or sampling of public 
opinion. 

“The trend in styling and materials 
is to be a continuation of the soft, 
unlined shoe with particular empha- 
sis on combinations of soft textured 
and smooth leathers. This is still 
the acceptable shoe for ‘milady’ 
regardless of age... even in this 
fast moving futuristic change of 
fashion.” 


* * * 


Stacked and well-heeled 


“Here in our small town, where the 
adoption of new styles is a slow 
process, all types of casuals were 
the sales makers when the extreme- 
ly pointed toes were introduced. If 
the people of a small town don’t 
take to a new style, they’ll refuse to 
even try them. What they want 
most in their shoes is that they be 
comfortable. Eventually, the young- 
er women will attempt modified 
versions of the latest fashions,” 
says SIDNEY WALDMAN of 
Glick’s Shoe Store in West Ches- 
ter, Pa. 

“For some time, many of our cus- 
tomers preferred casuals to even 
attempting the pointed toe dress 
shoe. However, in the shoe busi- 
ness we generally find an answer 
to a problem. The stacked leather 
heel shoe has been ours. This shoe 
is attractive, gives more support, is 
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fairly dressy and has proved very 
popular with all ages. We are main- 
tained by the conservative influence 
of a state teachers’ college and even 
dress shoes have a casual air. 
Hence, the popularity of the shoe 
with the stacked leather heel.” 


* * *% 


Pins and needles 


Can shoe retailers have their needles 
and round toes too, and not have to 
“eat” either one? “Yes,” says 
HAROLD DAWSON, vice-president 
in charge of sales at Hewetson of 
Canada. “Yes, if the shoes are 
‘played’ differently than they are 


“There is a proper and relatively 
permanent place for both needles 
and rounds in the consumer buying 
pattern, if we play it wisely ... the 
more moderate tapers for casuals, 
street and business wear, and em- 
phasizing the double and triple 
needles for dress and special oc- 
casion. There is room for retailer, 
consumer and manufacturer to 
move about within this broad fash- 
ion swing, with relative safety. 

“Let’s not put the whole shoe indus- 
try on pins and needles. Let us 
feature needles and tapers where 
each belongs. Sure, style prefer- 
ences will change and change again. 
And we'll be pleased that they do. 
But if we are wise now, we can act 
to avoid excessive obsolescence.” 


* * * 
To match or... 


“The basic handbag is a thing of 
the past,” says MARVIN GOLD- 
MAN of New Orleans, handbag 


buyer for Wexner Bros. “Today,” 
he continues, “the smartly dressed 
woman thinks of her shoes and 
handbags together, as an ensemble. 
“Matching handbags are fashion 
right. They tell a fashion stery 
and are an integral part of the 
shoe business. Purchases and sales 
confirm this theory. 

“Customers appreciate the service 
and the time-saving .. . of having 
the right handbag available, to com- 
plete a costume.” 


* * * 


Essential to redeveloping 
downtown 


“The most recent population and 
business trend is a movement back 
to the central city,’ JOHN H. 
NIXON, director of area develop- 
ment, Committee for Economic De- 
velopment in New York, told a group 
of forty corporation presidents 
formed to study economic develop- 
ment in Rhode Island. “This change 
in trend back to the downtown cen- 
ters is based, essentially, on the 
large number of retail specialty 
shops which can accommodate a 


large number of shoppers,” he 
added. Studies in other cities have 
proved that downtown centers are 
the best place for specialty shop 
trade. However, if Providence or 
any other city is to get this type of 
business it must re-evaluate the 
entire problem. He indicated that 
in planning and redeveloping down- 
town areas, consideration must be 
given to more open areas, a chance 
for pedestrians to walk about and 
shop leisurely and comfortably, im- 
proved transit facilities. 





sponsors the new 


squared look ...in Mac, 


a 


a graceful pump 


ingeniously styled to set 
the pace in the new trend. 
Unlined, it has a 14/8 


stacked leather heel. In 


Heebschmans (Uf 


#1076 Fudge; trimmed in Black; 
available also in #1000 Black, and in Hubschman 
colour combinations...by Brauer Bros. Shoe Co. 


St. Louis 8, Missouri 


E. HUBSCHMAN & SONS, DIVISION OF GERA CORPORATION, PHILADELPHIA 23, PA. ¢ FASHION OFFICE: 261 FIFTH AVENUE, NEW YORK 16, N.Y. 
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by EVELYN SCHLESS, women’s editor 


Now tis the time... 


What better way to promote American fashion leadership 
in the shoe industry than to promote American shoe design 
talent? 

This thought came to me the other day when I had lunch 
with three girls in the fashion business who cover other 
markets. As it usually does, talk eventually got around to 
fashion gossip. We all agreed with the National Cotton 
Council’s choice of designer for their award, and we all dis- 
agreed with Sports Illustrated on theirs. Talk about designers 
in various fields continued, but no one mentioned shoes. 

It occurred to me then that hardly anyone outside the shoe 
industry is aware of American shoe designers except the 
few whose firms bear their names. Granted there are some 
who are not deserving of publicity, but what about those real- 
ly creative talents that are equally unknown? By giving recog- 
nition to designers who deserve it, we would not only stimu- 
late consumer interest in them. We would also begin to attract 
the best young American design talent to our industry. 

Stores are constantly touting designers of practically every 
fashion product but shoes. They are building sales around 
name designers in many ways: giving designers’ shows... 
promoting personal appearances . . . featuring the designer as 
well as his product in advertising and promotion of every 
description. But very few shoe designers have ever got into 
the act. Why? 

We in the shoe industry bemoan the impossibility of new 
footwear fashions becoming successful without European 
sponsorship. We say that everyone goes to Europe and comes 
back with the same shoes and the same ideas. That is how 
we end up having similar styles at all price levels, and that 
awful “sameness.” The “new” square toes have been evident 
in a number of American designer lines for several years. But 
only when adopted by a European designer with the prestige 
of a Vivier did our industry recognize them as a fashion. 

Certainly the timing for this new fashion is right. Shoes 
are closely related to ready-to-wear and this January in Paris 
we saw the emergence of full-scale square-toe fashion inte- 
grated with the trends of the big couture houses. But as most 
fashion authorities here and abroad agree, there was nothing 
revolutionary about the new dress fashions, just a refinement 
of trends that have been in the making all along, in New 
York as well as in Paris. 

Isn’t it time for us to give our creative designers the same 
kind of prestige that lends authority to the fashion pro- 
nouncements of the Viviers and Perugias? Maybe we can 
convince not only our own fashion industry but the rest of 
the world that there is talent, real talent to be found right 
here at home, and incidentally help American shoe business 
at the same time! 


% 
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Point 
the way 
to extra 
profits 


Ga-lites 
TOE-SHAPERS FOR 
FASHIONABLE FOOTWEAR 


These little shapers — smartly designed 
to protect the latest in pointed toe styl- 
ing — in fresh feminine colors — give you 
big extra profits. Easy to display attrac- 
tively on your counter, easy to add to 
every shoe sale! 

Ga-Lite Shoe Trees are a fine value — 
wonderfully sturdy for all their light- 
ness —real style preservers and shoe 
savers . . . especially after rainy-day 
wear. Crafted of durable plastic with 
spring steel handles to give firm pres- 

sure against the shank, 
without stretching deli- 
cate materials. (colors? 
Green, Yellow, Light 
Blue, Coral, White. 
Small, medium, large. 
Also available in 
rounded toe design.) 

Ga-Lites are packaged on a self-display 
card to sell themselves off your counter. 
And if you wish, each shoe tree will bear 
your store name, to keep on selling in 
milady’s chamber. 


SPECIAL P.M. PROFITS! 
20¢ EXTRA ON EVERY PAIR! 
That’s what Miller’s P. M. Special gives 
— on top of your regular mark up! Each 
pair bears a P.M. sticker. Twenty-five 
fill a redemption card worth $5.00 to you 
when mailed to us. 

That’s good extra profit, or a sales- 
building bonus for your sales force! 
PRICES Retail $1.95 a pair 
YOUR PRICE $1.17 per pair. Extra 
Miller’s P. M., 20¢. 

STOCK UP NOW! Write 0. A. Miller Today 

0. A. MILLER DIVISION 


United Shoe Machinery Corporation 
PLYMOUTH, New Hampshire 


CANADA: Manufactured and distributed by 
Willco Industries Ltd., Montreal, P.Q. 
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turn it over... 
look behind rt, too 





This is “Harvest.” 
The sole stamp says “Miracle Tread.” 


But, brother, what you’re really looking at is a manu- 
facturer with the retail point of view. That's why And, with Miracle Tread, you don’t have to buy heavy 
Miracle Tread is making a solid impression in the early in the game to get the benefit of full discount— 
$10.99-$12.99 field . .. why Miracle Tread retailers you get the same whopping 5% on reorders too! 
are getting faster, more profitable turnover—and 


getting it on a minimum investment! Add to this Miracle Tread’s co-op advertising, which 


er : E : enables you to pull in more customers at half the cost. 
Just size in before you turn in . . . Miracle Tread’s 

in-stock service will keep you from dreaming about The Miracle Tread man wants to tell you more. Get 
walkouts. the full story now. 


Wtiracle raed 


manufacturer 
with the 
Retail 

Point of View 


Another Canslant Jianover product of Craddock-Terry, Lynchburg, Va. ° N. Y. Sales Office, 112 West 34th St. 
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People are the bricks; windows are the face 


“If I had all the money in the 
world, and could do the one thing 
I wanted to do, this would be it 
... this love affair with the shoe 
industry,” says Lester Porter, 
president of I. Miller Retail 
Stores. It started during his 
childhood. Was sparked by his 
father, Irving Porter, who had 
been a shoe retailer for twenty 

LESTER PORTER years before going into the 
wholesale end of the business. And has become more 
serious, intense and rewarding over the years. 

“You are no better than the people you do business 
with,” says Lester Porter. “They are the bricks in the 
building of your business. We buy only from those se- 
lect resources that have what we want. We live and 
work closely with them. Every one in our organization 
understands that clearly. No buyer who ever worked 
for me could change a resource unless I approved it 

. never without a very good reason and only as a 
last resort.” 


Communication, the prime requisite 


Along with the feeling about manufacturers is his 
firm belief that “a business is no better than its 
people.” They are the ones who do something with 
the merchandise. There is no such thing as a one- 
man operation. It’s the sum total of all the people, 
he says. Of course, the man who runs the business 
has an image of what he wants it to be. But the im- 
portant thing thereafter, assuming he is right, is to 
communicate that concept to the people who work in the 
business, so that they can execute it to the minutest 
detail. “To me,” says Les, “the prime requisite is 
communication . . . reaching all of the people in the 
organization so that they have a feeling of belonging 
and an understanding that they are working for a 
business where progress is taking place. Hire the 
right kind of people. Fit them into the scheme of 
things. Let them participate in the progress. They 
will perform!” 


This kind of understanding of human and busi- 
ness relationships doesn’t just happen. It’s a matter of 
absorbing and applying these basic fundamentals to 
every day living. In the thirteen years of shoe retail- 
ing, before he came to I. Miller, Lester Porter was 
exposed to the thinking, methods and philosophies of 
some truly “big”? men in the industry: George Farkas 
of Alexander’s, William Reardon of Stern Brothers, 
Sidney Reisman of D. M. Read and many others. “Real 
human beings,” he calls them. 

Les Porter started as a trainee in Alexander’s train- 
ing program when he came out of the Parachute In- 
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fantry arm of the Service in 1946, at the age of 20. 
It was an invaluable education that he got at Alex- 
ander’s. They had a simple policy. Brought young 
people in and trained them. These trainees either 
learned the business and moved up or they moved out. 
Les moved up. He became manager of the shoe de- 
partments of the two stores Alexander’s had at that 
time. Spent the better part of three years there, with 
a small portion of that time in handbags. But he was 
true to his first love . . . shoes. 

In 1949, he went to Stern Brothers. Bought the chil- 
dren’s and teenage shoes and became associate buyer 
in shoes. Working with Bill Reardon towards rebuild- 
ing the store was the continuing high spot of the next 
three years. When Bill Reardon died, Stern Brothers 
was bought by Allied Stores. 

When Les Porter left Stern Brothers, in 1952, he 
had two offers: one with a major department store in 
New York and the other with a small, independently 
owned business in Bridgeport, Conn. He chose the 
latter. Started as shoe buyer and became divisional 
merchandise manager of all shoes, fashion accesso- 
ries, children’s ready-to-wear, also a few non-related 
departments at D. M. Read’s. Actually, he operated 
some 17 departments. This was another wonderful 
opportunity to add to retailing and merchandising 
concepts and philosophies, under the tutelage of Sid- 
ney Reisman, who was president of Read’s and a dy- 
namic personality who could make things happen. 
When he bought the store, it was run down and in 
dire need of a shot in the arm. He brought in a man- 
agement group of people who built it into a profitable 
entity, so successfully that in 1955 Allied Stores 
bought D. M. Read Co. It has become almost an axiom 
in the trade: “Wherever Porter goes, Allied buys.” 


A challenging opportunity 


In June 1959, came a challenging opportunity from 
Maxey Jarman, Chairman of the Board of Genesco, 
to be merchandise manager of the I. Miller Retail 
Stores, with full and complete authority, responsibility 
and wherewithal to do the job. Three months later, 
he became president. There are twenty units in the 
I. Miller retail operation, in a widespread area from 
New York to Florida. ‘“‘When you have people responsi- 
ble for running a store 1500 miles away, communica- 
tion is a vital necessity and the only sure means of 
maintaining a true rapport. Our executives do that 
by visiting the stores continually and on a rotating 
basis. 

“My business is divided into two areas: merchan- 
dising and operation,” Les stated. “I have a key 
person in each area: Vern Samuels, who is vice-presi- 
dent in charge of merchandising; Sidney Greenberg, 

(CONTINUED ON PAGE 51) 
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Yorker readers. So naturally they prefer Stetson shoes... advertised every other 


week in their favorite publication 


>» 


A STETSONITE is A BON VIVANT i three eyelet, tapered 


toe moc style 


Style No. 7604 
Black calfskin, 


He dresses with a flourish ... and he likes Stetson’s flair 
for elegant styling ... the rich, supple character of Stetson 
leathers ... the mellow look of hand antiqued, 
custom finishes ... the fine, distinctive detailing 

of perforations, stitchings and bindings. 


Style No. 4376 
Brown calfskin, five eyelet, 
slim silhouette oxford 


THE STETSON SHOE COMPANY, INC., SOUTH WEYMOUTH 90, MASS. 
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by GERVASE BUTLER, men’s editor 


For men only: 


the mixture as before 


Somewhat nettled by all this palaver concerning what 
is or is not the London Look, Cyril Slater of Saxone is back 
from there with proof. BOAC-wise, to clobber the language, 
the word is that for men’s shoes the mixture’s as before. 

Come autumn the West End will be wearing on its fash- 
ionable feet a somewhat refined version of town shoes in 
all their variety. The classics feature a long forepart, but 
not necessarily a high riser effect. 


Refinement of detail 

Refinement of detail is the key to what London selects 
for street wear. Leathers are supple and fine grained. True 
browns lead in color, some ruddy but not red. Tips return 
to custom effects, some soles squared to set off more of a 
chisel toe than we favor here. Perforations and stitching 
show the same restraint in application. 

Just to frost the cake, an outstanding Saxone design is 
an evening boot in gleaming patent, complete with elastic 
inserts and back loop. A knockout! 


On the continent .. . 

Spain is making a seamless shoe. In a flourish of crafts- 
manship its three lastings join a one piece upper and a one 
piece lining. Reports say new tannages are bulky in look, 
soft on the foot, colors (Zinc... Gold Bark) mottled. 

Paris has invented a new leather word. “Adam,” fash- 
ion magazine for men, calls it “skininisé.” Even the French 
can’t define it precisely. A close approximation is skin- 
supple in feeling. Softer than glove presumably. 


Here by the home hearth 

Nancy Knox and Peter Barton have put their talented 
heads together down at 155 West 23 St., N.Y.C., and come 
up with the “inner-outer.” This new dimension in “when to 
wear” for men is a soft, soft lastful of high fashion at a 
$14.95 top. Jags Unlimited, Inc., they call it. See sketches. 
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moves more profitably! 


The gals are gone on SUEDE SAVER* 
—the silicone spray that really cleans 
suede shoes — also protects suede 
against water-spotting. You make more 
on SUEDE SAVER because it does 
more...and gives you a more profitable 
unit of sale. Attractively display 
packaged, SUEDE SAVER sells itself, 
sells fast... repeats! And you get 

a full 40%... plus PM Plan! 


Nationally Advertised in leading 
women’s magazines — backed by 
free local promotional aids! Order 
SUEDE SAVER from your findings 
distributor now. 


*TM Retail: 6 oz. spray $1.25 


Dow Corning corporation 


Pay” ~Co 
as 
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“Your grandchildren 
will grow up under 
Communism’ 


9 


says NIKITA KHRUSHCHEV 


Will the Soviet threat come true? Will your grandchildren live under Communism? Forget God? Salute the Soviet flag? 
“‘Never!”’ you say. But are you sure? How can you oppose Communism? One sure way is to help Radio Free Europe. 


The voice is that of Nikita Khrushchev. 
The audience is American. 

“Your grandchildren will grow up 

under Communism!’’ he shouts. 

Will your children live to see 

the Free World die? 

Forget God? Salute the Soviet flag? 
*‘Never!’’ you say. But are you sure? 
What can you do to oppose Communism? 
There is one sure way. 

Help Radio Free Europe. 


What does it do? 
Every day, to 79 million captive people 


behind the Iron Curtain, it broadcasts 
news of the outside world. 

It helps keep these people from turning 
to Communism. The Poles, Czechs, 


Bulgarians, Rumanians and Hungarians. 


It keeps alive their friendship for 
America. It reaches over 90°% of these 
people, despite Communist jamming. 
Thousands of letters echo the plea: 
“God Bless You! Please keep 

Radio Free Europe on the air !”’ 


These people are the buffers between 
Russia and the Free World. 





They pose a major obstacle to the 
Russians starting any war. And 
Radio Free Europe is their strongest 
link with the Free World. 


But Radio Free Europe depends on 
individual Americans for its existence, 
How about it? 

Will you help? . . . Give a dollar? 

. . . Give five dollars? . . . or more? 
Surely your heart tells you to 

give something so that our children— 
and all children—shall live 

in freedom throughout the world, 


Give Now To... RADIO FREE EUROPE 


The American People’s Counter-Voice to Communism 
Mail your contributions to: Radio Free Europe Fund, P. O. Box 1961, Mt. Vernon 10, New York 


Sponsored by the National Association of Retail Clothiers and Furnishers. 
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by ESTELLE G. ANDERSON F children’s editor 


Shades of optimism... to come 


Don’t let the blues of the present slow-selling period put 
you in the red later on. Now is a good time to reexamine 
your position. Make certain that you are adequately covered. 
That you have placed a high enough percentage of your 
normal seasonal requirements to have merchandise on hand 
early, and in time for the start of the important Back-to- 
School season ahead. It lessens the risk when you are sure 
of deliveries. That can only be accomplished when you place 
your orders early. 

Despite the selling blues now, there is agreement that 
prospects for next season’s selling will be much better... if 
not a hot pink, at least a blushing, rosy hue. 

Nothing has changed in the fall-winter picture. Black will 
be the dominant shoe color. This is attributable to the fact 
that a good deal of black will be used in apparel . . . as back- 
ground for prints or in combination with white and other 
colors . .. in checks, plaids, stripes. 

Reiteration and quick review of other colors important in 
fall ’°61 apparel and, in turn, an influence on shoe colors: 
copper, rust, paprika, beige to taupe, smoky to darkened 
browns, pinks to fuchsia to wine, bright clear reds, green 
blues, blue greens, blackened olive. Gray is getting some re- 
newed interest. 

Quietly but «ffectively, injection molding and vulcanization 
are coming into more and more lines. As one prominent 
children’s shce manufacturer put it: “Getting onto the band- 
wagon and into early production with these processes has put 
us two years ahead of the industry.” 


Read 1961 upside down and it comes out the same. Now, 
take the new in girls’ shoes. Read it backward or forward, 
it still comes out SPAT or LOVEKNOT. Herewith, Blue 
Star’s spat with Scotchgard suede collar; and the latest word 
is that it is “really hot.” 


x 
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StoMasten 


shoes are 


easy fitters 


for the 
man on the 
stool 


You buy shoes to sell—we 
build Step- Masters to please 
your customers’ tastes, to fit 
their feet and pocket-books 
—to be a wrap-up at first 
try-on. Ask your people on 
the fitting stools about Step- 
Master shoes. Wire, write or 
phone for a representative. 


GREENUP, ILLINOIS 


Manufacturers of children’s shoes in the 
budget price bracket of $3.95 to $5.95 
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Phen 


WOW! WHAT A DAY... 


...and without any sales help!! That’s the power of a Trimfit self-service merchandiser. Now, 
the whole family can be served from one display. Get your display for more profit at less cost. 


TRIMFIT, Empire State Bidg., N.Y.C.1/Showroom: 112 West 34th ST., N.Y.C. 1, Suite 920 
Los Angeles /San Francisco/ Dallas /Chicago/Washington, D. C./ Philadelphia/Boston/ Toronto 
TRIMFIT, DEPT. 1, EMPIRE STATE BLDG., N.Y. 1 
(0 SEND FREE CATALOG 
(0 SEND SALES REPRESENTATIVE 


STORE NAME 


SOCKS ADDRESS. 


NE intone tinniiecedas - 
Use this coupon for your free catalog. BUYER 


LETTERS 


Fine editorial 

I would like to compliment you on 
your fine Editorial in your April 1st 
issue of the BOOT AND SHOE RE- 
CORDER. I agree 100 per cent with 
everything you have said. 

We had a tremendous March due 
to Easter being early and a heavy 
advertising program. 

DWAYNE BOURRET 
WALKER SHOE STORE 





SIOUX CITY, IA. 


Means more to me 

As can be seen from the Card-O- 
Gram I’m using, I am one to spend 
little time on such things as this 
and must drop a card or I don’t 
get the message off. 

I’m the same way with reading 
habits. I skim, not thoroughly 
read. Hence this card to compli- 
ment you on your new RECORDER. 
It’s 1) more interesting, 2) easier 
to read lay-outs, 3) shorter, to the 
point articles. 

To sum it up, 
means more to me. 

HAROLD WITZIG 
WITZIG’S 


the RECORDER 


MORTON, ILLINOIS 


An industry-wide viewpoint 
The BOOT AND SHOE RECORDER 
has always proved interesting and 
informative to me. Your new im- 
proved magazine continues to pre- 
sent an industry wide point of view 
with even greater scope and better 
readability. I believe you will add 
many new friends to your circula- 
tion list. 
FRANK FLEMING, PRES. 
GLENDALE SHOE CO. 
NEW YORK, N. Y. 


Vast improvement 


Just wanted to tell you that we 
think your new format in Boot AND 
SHOE RECORDER is a vast improve- 
ment over the old form. 

Keep up the good work as I am 
sure it will attract more advertis- 
ing and be respected for greater 
editorial integrity. 

LEONARD G. RUBIN, ASST. 

DIRECTOR OF ADVERTISING 

WAMSUTTA/PACIFIC INDUSTRIALS 
NEW YORK, N. Y. 
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by GERALDINE EPP, teenage editor 


Kooky is IN 


We nave warned against the use of jargon in selling teen- 
age fashion. But there are exceptions to every rule! In this 
case, it lies in an affirmative answer to the question: Does 
the term have universal acceptance? Is it up to date? Mo- 
mentarily, “kooky” meets the requirements. It is current 
... it is known to teens the world over. 

“Kooky” is defined as anything that has dash and flair... 
is smart...distinctive. It is the enemy of sameness and 
boredom. Use the word “kooky” with confidence in your im- 
mediate advertising copy or window cards ... but be sure the 
merchandise you feature is fresh and new . . . kooky that is! 

Whether the term “kooky” will be IN or OUT come fall, 
who knows? But its concept will live on .. . teenagers always 
love things with dash—things that are right for them. 

For example, bowling is kooky and promises to stay in 
fashion as the top teenage sport. Special clothes for bowling 
dates are adding up to extra 
business for apparel depart- 
ments ... culottes and skim- 
mer skirts with matching 
pants. Sandler of Boston now 
makes its “strike” for extra 
shoe sales by offering a fash- 
ion bowling shoe in four key 
color combinations . . . bone 
trimmed with red, Granada 
red with Otter, green with 
bone, black with oatmeal. In 
each case, the main color is in 
Sweet Kid leather; the trim is smooth. The shoe’s unusual 
attributes: its trim look . . . special toe piece . . . its avail- 
ability in fitting sizes ... AAAA to B. 

There’s a touch of kooky too in a series of hobby shoes 
seen in the Piccolino fall collection. Made with pancake heels, 
these leather pumps are decorated with motifs that designate 
the wearer’s favorite sport. For the girl who prefers horse- 

back riding, there’s a brown 
pump trimmed with a horse’s 
head, saddle, whip and stirrup. 
For the golf enthusiast, golf 
clubs, bags and balls are com- 
bined with the flag names of 
famous country clubs. Bicy- 
cling is another popular 
theme. 

Looks like a love match... 
the way teenagers are buying 
tennis shoes and sneakers. 
And for current promotion, 

they’re fine .. . just made for boat decks and tennis courts. 
The newest of all kooky looks . . . “do-it-yourself” Keds! 
Teenagers cut out any idea from Bondex fabric and iron it 
right onto their Keds. 














They ask for Rain Dears...,; 
Give Them Rain Dears ! 


Don’t risk substitution... keep 
your customers and your salesmen happy 
by always selling Rain Dears. 


America’s. most wanted, most asked 
for plastic rainboots! 


ALL 


AROUND 
SeeKE HEFL RAIN DEARS CENTER FOLD MODELS 


yeentipa +744. for all but spike heels 
HARDITE L a #1044. for mid spike heels 


+944. for high spike heels 


Cd 


® 


HEELS ARE NOW 
DOUBLY REINFORCED 


and with Hardite on the 

LO). a bottom, to insure longer 

Also Y EW at Lucky! — wear, greater satisfaction. 
cy 


LOS ANGELES, 11711 EXPOSITION BLVD., GRanite 8-9893 
CHICAGO, 3818 ARMITAGE AVE., HUmboldt 6-7810 


LUCKY SALES co., INC. NEW YORK, 47 W. 34th ST., PEnnsyivania 6-5955 
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PATTERN PORTRAIT 
Sleek and slim... the slipon 


o 


Custom detailing distinguishes this conservatively designed slipon. 
A main point is the discreet lustre of its matte black calf. Stitching 
on topline and quarter is keyed to emphasis on slimmed fit which is 
assured by elastic in the sleeve gore. This decorative balance is echoed 


in Guantone stitch low runner styling on the forepart. Allen-Edmonds. 
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The many “faces” of boots .. . 


A pair of boots in every teenage wardrobe! 
That’s a reasonable goal for Fall ’61. Even more 
important, the potentials for selling two; or even 
three pairs, are excellent. Here are some reasons 
why teenagers will be boot happy: 

First, fashion dictates flared skirts . . . knickers 
... culottes ... stretch pants. Boot shoes are a 
natural footnote to these apparel trends. Second, 
when it’s cold outside, boots can be so cuddly and 
warm. Third, boots are “kookie.” Diversity of 
styles, colors and materials offer unlimited pos- 
sibilities for satisfying the new teenage urge to 
dress with individuality. 

Generally speaking, boots are light and sleek 

. . regardless of their specific purpose. Pointed 
and squared lasts are featured. Pancake heels 
dominate with little heels confined to date-time 
offerings. Crepe and ribbed rubber soles appear 
frequently. 

Diversity, as we indicated, is the key to boost 
sales. Let’s consider first, DIVERSITY OF 
STYLE. 

Boot shoes for school: Demi or low-cut pat- 
terns loom as volume for a “one-pair goal.” 
Tongued and buckled or fashionably cuffed, these 
half-boots accentuate the grace of flared skirts 
. . . balance well with bulky sweaters. Mid-calf 
boots that resemble riding boots are for promo- 
tion. Seventeen foresees them as the American 





follow-up to the knee-high boots loved by English 
teenagers ... part of the “Chelsea Kooky Look.” 
(Knee-boots will be more limited due to cost and 
fitting problems.) 

Cold-weather boots: Fleece or pile-fabric lin- 
ings essential. For function, they feature side 
buttons, snaps or elasticized goring. For fashion, 
scooped toplines, fake fur or fleece cuffs, straps 
and buckles in the equestrian mood. Elaine Nor- 
wood of Craddock-Terry predicts high school 
girls will leave a pair of shoes in their lockers 
... Wear deep-freeze fashions to and from school 
on bitter cold days. 

Stretch boots: Designed to give sleek, snug fit 
... to cover pants’ tabs. Elasticized toplines are 
featured on soft leather styles, but even more 
unusual are boots of stretch fabrics. 

Boots for sport clothes: To wear with knickers, 
culottes and slim pants, demi and low-cut styles 
look best. 

Boots for dates: Little heels, fanciful trims. 
For example, a mid-calf patent leather boot cuffed 
in fur cavalier-fashion. Or a two-tone, two-tex- 
tured boot that resembles a high-button shoe. 

DIVERSITY OF COLOR. For school, consider 
taupe, camel tones, olive greens and red for basic 


DEEP FREEZE BOOT... Ki-Yak's fleece-lined 
Toboggan with functional side-strap. In a 
range of rugged glove leather colors. 


SQUARED-OFF . . . Town and Country's low- 
cut boot with a high-rising front. Of bright 
plush pigskin. 
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Teenagers will be boot happy this fall 
and diversity is the key to their urge for 
individuality. Styles, colors and ma- 
terials offer unlimited possibilities. 


by GERALDINE EPP 


presentations. Rust, gold and blued greens are 
special. For cold-weather types, stick to basics 
. . . black, smoke, green and red. For stretch 
styles, consider a dyeable fabric to permit a 
“match-the-pants” promotion, or select a range 
of colorful leathers. (Black accounts for about 
70 per cent of stretch pants sales... but tops are 
wild. Bright pink, turquoise, magenta, gold and 
emerald are new offerings in stretch costumes.) 

DIVERSITY OF MATERIALS. Almost every- 
thing goes ... textured and grained leathers 
alone or in combination with smooth . . . sueded 
leathers, all-over or with patent for a spat effect 

. soft kidskins and plushy pigs . . . glovey 

leathers and suede splits . . . and in addition to 
stretch fabrics, some nylon velvet, corduroy and 
sueded cloth. W-CUT BOOTS take special stockings, 

THE “EXTRA SALE.” If a hosiery bar is part po ie sane iae a she retailer's evi 
of your retail operation, stock special stockings. sories bar. 
Just right with boots are those of cotton and spun 
nylon in a ribbed Jacquard design. Even more 
fashionable is the English Country Stocking, de- 
veloped by Helen Sisson for Phoenix. It has a ; 
lofted look to its wool and spun nylon feather bw: pines eee 
stitch pattern. Fawn, Oatmeal, String and Pitch 4 4) a dyeable slettek 
Black are the most likely-to-tempt colors. ‘B fabric boot. 


S-T-R-E-T-C-H . . . for 


DEMI-BOOTS ... illustrated 
by Sandler of Boston. Of 
oatmeal Sweet Kid, has 
dark brown smooth cuffs, 


pearl button trim. HOOK.'N-EYE ie Cape- 
zio's elasticized kidskin boot 
is designed for sleek, snug 
fit over stretch pants too. 
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hoe boxes with 
he ‘sable sell... 


These functional shoe boxes are creatively de- 
signed for a dramatic presentation of fashion 
shoes. As ‘props’ they add glamor and luxury. 


Here is a fresh, dramatic approach to in-store shoe 
selling. Actually, it’s an excitingly fresh approach 
in the presentation of merchandise to customers. It’s 
done with a new concept in shoe boxes. Functional 
shoe boxes. 

The exterior of the box is colorful, a thing of 
beauty. It expresses the luxury look, suited for the 
queen’s taste. 

The interior of the box is lined with satin or some 
other exotic cloth—and in a solid color that makes 
a sharp, dramatic contrast with the shoe itself. 

But the most significant feature is that the box 
is functional. It is far more than a pretty container 
for shoes. 

Now see what all this is designed to do. The sales- 
man presents the shoe, enclosed in the box, before 
the customer. He lifts the lid of the box—or opens 
the box (each box is designed with its own unique 
manner of opening). The unique manner in which 
the box opens is, in itself, a visual treat for the cus- 
tomer. It has a delightful element of surprise. 

Suddenly the shoe is “unveiled.” The shoe, back- 
grounded by the satin lining, now stands as a jewel 
before the customer’s eyes. What by conventional 
presentations would make the shoe “ordinary” now, 
by the new form of presentation, lends a note of 
luxury and glamour to the shoe. The shoe, so encased 
and exposed, gets a real uplift in quality. It’s more 
highly appraised and appreciated by the customer. 


Photos courtesy of Creative Shoe Merchandising 
Dept., Footwear and Accessories Div., E. |. DuPont 
de Nemours & Co. 





The customer feels genuinely flattered by this ap- 
proach. 

It’s understood, of course, that such boxes are for 
“show” only. They’re not shoe containers to be 
placed on shelves. The salesman removes the selected 
shoes from the ordinary shoe boxes, places one each 
in the new, functional shoe boxes—then goes to the 
customer on the floor with the shoes so encased. Thus, 
a large stock of these unique shoe boxes isn’t required. 
They are simply dramatic “selling props.” 

The new boxes shown here aren’t yet “commercial.” 
They were custom-made. Hence, as yet, there is no 
commercial price on them—though they could be pro- 
duced by any shoe box firm. These new boxes were 
conceived and designed by the Footwear and Acces- 
sories Division of E. I.. DuPont de Nemours & Co., 
contributed by its Creative Shoe Merchandising Divi- 
sion, a recent innovation. 

William E. Kreuer, DuPont Director of Sales, 
states, “We are seeking to break new ground with 
fresh merchandising approaches that will stimulate a 
greater appreciation of shoes and shoe business by 
the consumer. Shoes are unique in the whole spectrum 
of wearing apparel and deserve a maximum meas- 
ure of reception by the public. Use of creative mer- 
chandising ideas can contribute much in this direc- 
tion. This unique manner of shoe presentation and 
its concept of dramatic, functional merchandising, 
is simply one example of what can be done.” 


SHOE SHINE 








FLIP TOP 


SIDE SHOW 


OVALETTE 





SHADOW BOX 








How to set up a handbag department 


and make it work! 


Handbags today are a $250 million business. A slice of that business can be yours. 


A successful handbag operation for you will de- 
pend on what you carry, where you display it and 
how you promote it. 

Handbags, if they are to account for about 15 per 
cent of your dollar sales, must be pushed through 
display, exposure, informed sales personnel, sales 
training and commission incentives. They must also 
be bought efficiently, reordered regularly, “sized-up” 
bi-weekly. 

Early fall selling is an excellent time to promote 
sales of handbags. The woman who buys only a mini- 
mum of two new handbags per year will be shopping 
most seriously starting in mid or late August. Will 
you be ready for her? 

Setting up a handbag operation includes, first, 
buying the merchandise. Logically, buying of hand- 
bags for any season should follow shortly after the 
buying of shoes. Retailers who place their major 
footwear orders four times each year say that they 
let their handbag ordering run close behind. Leath- 
ers, colors, shapes to coordinate and harmonize in 
feeling are included in the handbag orders, along 
with novelty bags. The latter may account for as 
little as five per cent of the total buy, or may run 
as high as twenty-five per cent, depending on the 
type of customers a store attracts. 

The time lag between ordering and delivery to 
the store is much less for handbags than for shoes. 
Approximately two weeks is the prevailing span 
except at the beginning of a new season. Handbags 
can be ordered in small quantities initially, and re- 
orders can be placed as needed. 

How many handbags should the average dealer 
order? Because of the wide variance in types of shoe 
stores and departments, no hard and fast rule exists 
on the ratio of the number of handbags to the num- 
ber of pairs of shoes. Influencing factors include 
proximity to department stores which capture a 
huge chunk of the business; degree of fashion image 
maintained by the store; age bracket of the store’s 
median customer, and location of the store with re- 
spect to transient business, tourist business and the 
like. 

A ratio of about one to six appears to be men- 
tioned most often by successful shoemen. That is, one 
bag to six pairs of shoes. On unusual fabric shoes, 
the ratio of bags to shoes may run one to two. On 
staples like black calf, the ratio may run one bag to 
fifty or a hundred pairs of shoes. 
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by EVELYN SCHLESS and 
VIRGINIA MARSHALL 


Just because your handbag department is already 
set up, it may not necessarily be doing a top job for 
you. Handbags can build traffic, attract new custom- 
ers, help prevent loss of established customers. 

Checking your handbag operation against these 
questions may possibly show up a weak spot, if one 
exists: 

Are your handbags shelved directly behind the 
wrapping counter where customers can’t get to them? 
If they are, your customers may feel that this is 
hands-off merchandise . . . Thou Shalt Not Touch. 
This is the worst possible detriment to making sales. 
A pouting customer may be saying to herself: “If 
I can’t pick it up myself and look it over, I won’t 
buy it. So there!” The important trend toward self- 
selection cannot be overlooked. 

Is your inventory too small? If you carry only an 
insignificant stock of handbags, your customers will 
never look up to you as a possible source when they 
are shopping. 

Have you covered yourself with an adequate num- 
ber of colors for fall? If you have only bought staple 
colors, you may be losing sales on promotional, new 
shades. Each season’s top colors must be reflected 
in your bag stock as quickly as they are in your shoe 
stock. 

Have you stocked sizes and shapes of handbags 
to tie in with fall apparel trends? Handbags are ac- 
cessories. They must complement the total look. Cur- 
rently either longish “dachshund” shapes or neat me- 
dium-sized satchels and envelopes are most wanted. 
You must also consider that smallish bags look best 
with newly lowered heels. 

Have you included special materials, novelty types 
in the proper ratio to your store’s potential? If your 
store’s clientele warrants it, travel bags, country 
carryalls in leather and even canvas, as well as 
beach bags can contribute to your profits handsomely. 

Are you playing up your campus handbags by the 
end of July at latest, displaying and promoting them 
with campus shoes and other accessories? If not, you 
are losing business. College girls are not the only 
customers for this merchandise. High school girls, 
career girls and young matrons all are potential 
customers for these young and often gay and kookie 
styles. And they will often buy them when and where 
they see them FIRST. 

Are you carrying too many handbags that are 
strictly coordinated items and cannot stand alone? 
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ATES oA St aap enanagete 
x WZ 
The Town Bag in smooth or grained 
leather, patent or fabric. Gusset 
satchel, Calderon 








Well dressed women no longer consider the coordi- 
nate bag a must. For party type fabrics, maybe, but 
the fashion trend is away from the trimmed shoe 
with matching trim on handbag. Also when shoe and 
handbag match in detailing, no woman feels quite 
right carrying the handbag when she is wearing 
other shoes. The higher the price of the bag, the less 
it is likely to sell as a purely coordinated item. 

Are the bags you carry harmoniously priced for 
the shoes you sell? For a family type shoe store, only 
a few premium priced bags are needed. Put your 
stress on giving the customer a wide selection in 
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In addition to whatever coordinated bags you may 
want to have in your handbag stock, these four 
basic types are musts for a successful operation: 





Town or country classic in grained 
leather or sturdy fabric. Black 
satchel with brown straps, “brass” 
frame, Park Lane 


The Novelty Bag in canvas, 
plastic or leather. Carryall 
in canvas with leather, out- 
side pocket, Park Lane 


The Evening Bag in crepe, faille, 
satin or brocade, always small. 
Gilt chain frame bag, Britemode 








her favorite bag-price range. 

Are you making it easy for your customers to “get 
some light on the subject”? Colors are sometimes 
tricky. If a woman is trying to match some other 
leather or fabric, make it easy for her by adjusting 
your ceiling spotlights or moving display units so 
that plenty of direct illumination is on the handbags. 

Do you have an adequate number of small non- 
stationary handbag display units? 

Are you displaying handbags regularly in your 
store windows? Tying them into the window theme? 

(CONTINUED ON PAGE 57) 


45 





Men's work shoes 
dress up to new status 


Rawhide toughness is mellowed to Burgundy boot, guaranteed water- 
fort softness in this sport shoe. proof, yellow rubber gusset, outsole 
prene welt, Neoprene wedge sole. para-crepe, vulcanized construction. 
sess 82. Georgia. Niagara. Endicott-Johnson. 


Chestnut natural grain adds dressy 
style to a sturdy oxford, accented 


Triple cushioned. Trim moc oxford base; 
with brown crepe sole. Foot-So-Port. 


its comfort construction on a Vy'yt sole 
Holland-Racine. 


Work shoe comfort, dress shoe trim- 
ness. Black moccasin gore slipon is a 
new Hy-Test design. International. 


Shearling lined, oil tanned boot is 
oil and acid resistant. Cushion insole, 
stormwelt. Huth-James. 


Rugged comfort. Brown elk blucher has iis , Lite’ Knights combine steel toe pro- 
matched Vul-Cork sole, 3 point cushion- of tection and minimal weight. Brushed 
ing. Lion. Craddock-Terry. tet he 45 pig, Kemi Klad. Haus of Krause. 
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Today’s wearers seek new advantages in appearance 
and improved protection combined with light weight com- 
fort in footwear favored for work and leisure activities 


Sometimes Uncle Sam can say it better than any- 
body else. For example, in a newly issued report 
“Leisure and work clothing—trends and outlook,” the 
Department of Commerce sets the scene in one neat 
and telling preface. We quote: 


“In the past decade the demand for many staple 
work clothing garments declined substantially as a 
result of cleaner working conditions, higher income, 
better standards of living, greater dress consciousness 
and a trend toward urban and suburban living. Mean- 
while, leisure time and emphasis on casual living 
increased. Consequently, consumer tastes changed to 
more stylish, higher priced leisure apparel for on-the- 
job wear. The industry has adapted itself to this 
trend by offering a greater variety of sportswear and 
leisure garments.” 


A new dimension for men 

There, in one moderately short paragraph, is all the 
reason in the world for shoe retailers to cast an 
appraising eye on every pair of male feet passing the 
door. A new dimension is entering the selling oppor- 
tunity to men. 

Footwear for the man who works on his feet, or 
in a specialized job for which his footwear can com- 
bine good looks with comfort and protection, has only 
begun to register its sales potential. 


The old-fashioned work shoe with its prosaic styling 
is becoming obsolete. New design concepts build in 
benefits that were never there before. Of course, 
special on-the-job features are a main consideration. 
New tannages, new sole materials, new construction 
methods take care of that. The extra, added ingredient 
is that the work shoe has dressed up! It has refined 
the combination of utility and comfort. Footwear is 
not only appropriate for the occasion, but, except for 
highly special types, is suitable for wear by a vastly 
expanded public. The new frontier is wherever men 
are on their feet! 


Prospects, by the numbers 


Total employment forecast for the 1960-1970 decade 
is a 20 per cent increase, to 87 million. This is the 
biggest jump in any 10-year period in our history. 
Work shoe sales should pace it. 

Workers below 25, the free spenders, will account 


June |, 1961 


for nearly half that labor force. Americans between 
15 and 34, the active years, totaled 47.5 million in 
1960, according to the Bureau of Census. The 1965 
forecast is 53.3 million and, for 1970, 61.8 million 
work and play customers. Our elder citizens, busy at 
leisure, are another boom group. 

A continued decline in farm workers is expected. 
Construction workers, on the other hand will increase 
60 per cent, to 3.8 million by 1970. A 54 per cent rise 
in service workers is anticipated. 


Matching consumer needs and taste 

So who wears work shoes in the family? The post- 
man, delivery men, the TV repair man, the engineer 
who goes into the plant from his office, everyone whose 
footing is menaced by oil, chemicals, weather hazards. 
Plus foot health and comfort seekers, plus part time 
gardeners and home handy men. 

How does the industry match work shoes to this 
new footwear status? At Endicott-Johnson, Earl H. 
Ingalls, utility division products manager states, “The 
trend is definitely towards lighter weight and flexi- 
bility. Flexibility is particularly important. And 
colors are essential with the trend to trading up to 
better quality in all areas.” 


Promotional merchandise 

Weinbrenner’s Roy Gregg: ‘“‘Work shoes become new 
promotional merchandise . . . less seasonal than dress 
shoes, but equally as concerned with colors, lasts, pat- 
terns. Lines will become longer and offer many times 
former selections to the public.” 

Referring to Vylyt, L. J. Geuder, Holland-Racine 
VP, “So much of the sale of work shoes today seems 
to hinge upon the application of the sole, plus a consis- 
tently growing concern on the part of the consumer 
with getting the ultimate in comfort in shoes he wears 
all day long.” 

At Foot-So-Port, President W. W. Gallaher, “We 
promote the fact that a work shoe should fit just as 
exactly as a dress shoe and we carry sizes from 5A’s 
to 3E’s from 5 to 18.” 

We repeat, the work shoe has acquired new status. 
It is now up to the retailer to recognize his own stake 
in serving the consumer who is becoming aware of 
value and appeal in its dressed up version. 





WHAT'S IN A SHOE AND HOW TO SELL IT 





The seven basic shoe designs 


Each year, an estimated 100,000 
shoe “styles” are introduced in 
manufacturers’ new lines. Through- 
out past centuries there have been 
perhaps millions of new shoe styles 
introduced. While perhaps not more 
than 20 per cent of these new styles 
get into actual production, even this 
comprises an enormous amount and 
variety of creative styling. 

Yet, despite this tremendous ar- 
ray and turnover of footwear styl- 
ing, all these styles originate from 
only seven basic shoe designs. 

These seven basic shoe designs 
consist of the following: 

The oxford, pump, moccasin, san- 
dal, boot, monk, and mule. 


These seven designs are the root 
of all modern shoe “styles.” No 
matter how different or original or 
creative a shoe style may appear, it 
can be traced in basic design to one 
of the original seven. 

It’s very important to distinguish 
between a basic design and a style 
“treatment.” On first glance it may 
appear that there are many more 
basic designs than the original 
seven. But further analysis will re- 
veal that the “new” style is actually 
an extension or “treatment” of one 
of the original seven. 

A basic design is “pure” in that 
it’s entirely unrelated to any other 
basic design. But a style “treat- 
ment” is simply a fresh version of 
a basic design—something added 
to or altered in the original. 

Take the oxford, for example. It 
can be a bal or blucher oxford (just 
as a boot can be a bal or blucher). 
The bal or blucher effect is simply a 
“treatment” applied to the oxford 
to give it a different look. But the 
principle of the oxford design re- 
mains intact, regardless of treat- 
ment. 
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The brogue is merely a style ver- 
sion of the oxford. The tie and 
ghillie, while both seemingly origi- 
nal styles, are also extended ver- 
sions of the basic oxford. 

Numerous style treatments stem 
from the basic pump. For example, 
the D’Orsay, opera, slingback, tie, 
strap. These are simply treatments 
developed over the basic pump. For 
instance, the strap shoe may seem 
to be an original or basic design. 
But further analysis shows that the 
strap shoe is either a strap pump or 
a strap sandal—but is not a basic 
design by itself. 

Even the modern men’s slipon 
shoe is actually a pump. And the 
pump originally could be either a 
man’s or woman’s shoe. 

Thus, when we speak of “creative 
styling’ we must distinguish be- 
tween creating a new basic shoe 
design and creating “treatments” 
over the original seven basic de- 
signs. There has not been a single 
new basic shoe design developed in 
the past 300 years—a fact that will 
astound most shoemen and stylists. 
The last one was the oxford, which 
dates back to 1640. 

But this in itself is a stupendous 
tribute to the creative talents of 
our shoe designers. The ability of 


these people to develop such an 
enormous turnover of fresh style 
“treatments” based upon the same 
few fundamental designs, year in 
and out, is something truly awe- 
some. 

Now, a very interesting sidelight 
is revealed. Among the seven basic 
designs, there’s not one that is 
strictly for men, or strictly for 
women, or strictly for children. 
All seven basic designs are adapt- 
able to men’s shoes, or women’s 
shoes, or children’s shoes. While 


the pump may seem to be a “femi- 
nine”’ style, in past centuries it was 
used even more in men’s shoes than 
in women’s. And even today, as 
we've seen, the large classification 
of men’s slipons is basically a pump 
design. 


Origin of the Designs 


The moccasin: This is the earli- 
est known construction and “de- 
sign” of shoe. It dates back to 
prehistoric periods, its actual ori- 
gin lost in antiquity. It is perhaps 
the most universal of all footwear, 
worn by all civilizations in history. 


MOCCASIN 


The earliest versions were of sim- 
ple wrap-around leather in one 
piece, held on the foot and leg 
with leather thongs. What distin- 
guished it was its one-piece for- 
mation. 

The “styling” of the moccasin 
also occurred several thousands of 
years back, when the simple util- 
ity moccasin was decorated with 
beads or fur trimming or other 
ornamentation. 

The American Indian gave the 
original moccasin a new “treat- 
ment” when he added the vamp 
plug. This gave the moccasin the 
distinctive character that has re- 
mained the basic moccasin design 
as we know it throughout most of 
the world today. 

The boot: This type and design 
of footwear can be traced back 
4500 years, and may have existed 
even earlier. This footwear, which 
may vary from ankle height to 
knee height, was basically a slipon 
version, without laces. It was 
somewhat heavy, had a slab of 
firm sole. Because of its sturdy 
makeup it found popularity as a 
work shoe in cold and wet climates 
or weather. And it was almost 
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There are only seven basic designs at the bottom of all our 
modern shoe styles. It is from these basic seven designs that the 
thousands of new shoe styles are constantly being developed. 


universally adopted as an impor- 
tant form of military footwear 
throughout the centuries. 

The boot, even to this day, con- 
tinues to undergo many changes. 
It may be low, medium or extreme 
in height. It may be a slipon, or 
may have lacings or straps. It 
may be heavy and utilitarian such 
as a hunting, miner’s or combat 
boot. Or it may be specialized such 
as a jodhpur or riding boot. It may 
be uniquely decorated such as a 
cowboy boot. Or it may be utterly 
feminine such as the currently 
popular women’s dress boots. 


The sandal: This basic design 
dates almost as far back as the 


Bin 


SANDAL 


boot—to about 4,000 years, but 
likely more. The original sandal 
was a leather sole (frequently 
with decorative carvings) held on 
the foot by a simple leather thong. 
The thong usually came up between 
the first and second toes, and at- 
tached to the ankle or leg. The basic 
sandal has always been a shoe with 
an opened-up look. 

The sandal, still one of the most 
popular and universal of all forms 
of footwear, has evolved through 
countless styling treatments or 
versions. But its principle still re- 
mains: a sole (with or without 
heel) whose upper consists of one, 
several or many “strap” pieces, 
comprising a decorative opened-up 
shoe. 


The monk: This is one of the 
simplest of all shoe designs, usu- 
ally made of three pieces of leath- 
er, one of which is a broad instep 
strap attached by a large buckle 
on the outer side of the foot. It 
was believed to have been con- 
ceived by an Alpine monk in the 
15th century, and was popularly 
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worn in monasteries throughout 
Europe. It was later seen by an 
Englishman, who gave it several 
decorative styling treatments, and 
the shoe became popular with the 
public for sports wear. Today it is 
still used for semi-dress, sport and 
casual wear. 


The mule: While the modern 
mule is usually classified as a type 
of slipper, it was for centuries 
one of the most widely worn of all 
shoes. It got its name from the 
ancient Sumerians, who called it 
“mulu,” meaning an indoor shoe. 
This evolved into “mula” in Ital- 
ian, and then to “mule” in English. 

In the 16th century, when wom- 
en’s shoes were made of fragile 
fabrics elaborately ornamented, 
the mule or pantofle was used as a 
protective cover over the shoe 
when worn outdoors. The mule, a 
backless shoe, could be slipped 
easily over the more delicate in- 
side shoe. 

Gradually the mule evolved into 
a shoe of its own. Heels were 
placed on these shoes, and the 
mule became a favorite indoor 


type of footwear, as it still is to- 
day. But it was also adapted for 
outdoor and dress use, with varied 
styling. There are occasional style 
cycles where this type of shoe 
reaches high popularity. 


The pump: There’s no known 
date or source of origin for the 
pump, except that it’s known to 
have been in existence for many 
centuries. It was originally de- 
signed as a man’s shoe, and right 
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up to the close of the 19th century 
was popular as a man’s dancing 
shoe. Then early in the 20th cen- 
tury the women adopted it both 
for street and house wear. Today, 
the pump is by far the most domi- 
nant style in women’s footwear. 
Its influence is still felt in the 
men’s field, such as with the popu- 
lar slipon shoes. And it has be- 
come increasingly influential in 
footwear styling for little girls 
and teenagers. 

The pump is the lowest cut of 
all shoes, is one of the simplest 





patterns to cut, yet one of the most 
difficult of patterns for which to 
achieve good fitting qualities. Per- 
haps no basic design has been sub- 
jected to such an extensive variety 
of ingenious style “treatments” as 
the modern-day pump. Its simple 
classic lines make a_ beautiful 
shoe, adorned or unadorned. It 
has great versatility, adaptable to 
all heel heights. 


The oxford: This shoe, which 
dates back over 300 years, is the 
“youngest” of all basic shoe de- 
signs. It is simply a low-cut laced 
shoe. The design originated in 
Oxford, England, in 1640. It has 
been subjected to countless style 
treatments—brogue, bal, blucher, 
saddle, wing-tip, straight-tip, U- 
tip, plain toe, from one to seven 
eyelets, etc. It is popular as a 
dress, casual or sport shoe, and 
plays a prominent role in men’s, 
women’s and children’s footwear. 

And so, in these seven basic 
shoe designs, we have the founda- 
tion for all footwear styling 
throughout history, right up to the 
present. 





Selling shoes 


On a Satisfaction guaranteed basis 


Carl’s Shoes, Moorestown, N.J., backs up every shoe with a 
thirty-day guarantee, but has never yet had to make good. 


Careful fitting and honest advice about shoes have made it possible for Carl's Shoes to 
give a money-back guarantee on every sale. This has brought quick success. 


Selling shoes on a satisfaction guaranteed or money- 
back basis has spelled sales success for Carl’s Shoes, 
Moorestown, N. J. 

“We back up each shoe sale with a thirty-day guar- 
antee, if the customer is not completely satisfied with 
his or her shoe purchase,” explains store owner Carl 
B. Barone, “and we have yet to make good on this 
policy. This is because we take plenty of time in fit- 
ting a customer, recommend a shoe that will be the 
most serviceable, and talk customers out of certain 
styles that we feel will not give them the comfort and 
satisfaction to which they are entitled. 

“Very often, we refuse to sell a specific pair of shoes 
to a customer when we feel that they will not give the 
comfort and service that are required of them. Some- 
times style-conscious customers are willing to forego 
comfort and fit because they want a certain style. 
However, we know that later on they will be very 
uncomfortable and will hold it against us for having 
sold them the shoes. Rather than lose a customer 
through an incorrect sale, we would rather lose the 
sale because we know that the customer will return 
later on.” 
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Barone opened his shoe store two and a half years 
ago in the small community of Moorestown. Previ- 
ously, he had spent eighteen years in shoe stores, 
working himself up from stock boy to shoe salesman. 
Feeling that he wanted to grow with the industry, he 
opened his own store and decided to do so in this small 
suburban town. 

“I wanted to grow with an area because I didn’t 
have too much capital to start with and was looking 
for the long pull,” explains Barone. “In a heavily 
populated city, I would have had to locate in a high 
rental area, have a sizeable investment in fixtures and 
a tremendous stock of shoes. In a small community, 
I can operate on a more limited basis and build my 
business on personal contact and customer satisfac- 
tion, which will mean repeat business.” 

Having originally started out with infants’ and chil- 
dren’s shoes, Carl has expanded into men’s and wo- 
men’s lines to make a family shoe store. Only adver- 
tised lines are handled, such as Child Life, Jumping 
Jacks, Fleet-Air, E. T. Wright, and Brockton. 

The front of the store is carpeted and has a parlor- 
like appearance. The stock is in the rear. Barone feels 
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that this arrangement reduces con- 
fusion, particularly when the store 
is crowded, and helps the customer 
to concentrate on the shoes that are 
being shown. 

The number of styles in each 
brand is limited, but there is a vast 
depth in sizes. Carl’s caters to a 
conservative type of customer who 
places emphasis on comfort and fit 
rather than style. Because of this, 
concentration of stock is on sizes. 

“We would have to work with a 
tremendous inventory if we wanted 
to have all the sizes in a wide va- 
riety of styles,” points out Barone. 
“However, because we cater to a 
conservative type of customer, we 
can limit the number of styles and 
concentrate on a complete range of 
sizes. Since our business is based 
on our slogan, Where Shoes Are 
Fitted—Not Sold, our stock is in 
line with our sales policy.” 

The store re-orders weekly, main- 
taining its full range of sizes and 
also getting the latest styles. This 
makes turnover consistent so that 





Caution needed 


An article in The Shoe & 
Leather News, England, points 
out that it is much easier to 
guarantee a heating appliance, 
a refrigerator or a car than it is 
to guarantee an article that is 
actually worn. Individual habits 
in wear and handling of cloth- 
ing vary. In shoes particularly 
there are wide degrees of dif- 
ference in the length of life 
people expect and get out of 
them. 

As soon as a guarantee is 
mentioned, it also opens the 
door to the opportunists. ‘‘The 
customer is always right’ is 
still good business policy but 
accurate sales records should 
be kept as protection against 
the unscrupulous. 











markdowns are not necessary to 
turn over stock. The store seldom 
runs a price sale—depending upon 
its reputation for selling fit to 
build sales volume. 

In the children’s line, customers 


are so pleased with the fit for their 
children that they order their shoes 
by mail if they have moved out of 
the area. The store has built up a 
sizeable mail order business, send- 
ing shoes to England, South Africa, 
South America and throughout the 
United States. 

“Before customers leave, we show 
them how to trace the foot of the 
child on a piece of paper,” points 
out Barone. “In combination with 
the accurate records that we main- 
tain on children’s foot growth, and 
our own experience, we can mail 
shoes that give the most accurate 
and comfortable fit. Our biggest 
volume in this mail order business 
is shoes for youngsters from two to 
ten years of age.” 

Direct mail and the Welcome 
Wagon play an important part in 
bringing in new customers and 
keeping regular ones returning 
steadily. Every ninety days, a re- 
minder card covers the children’s 
line, with colorful illustrated stuff- 
ers in envelopes to the adult trade. 





Profile: 


Lester Porter 
(CONTINUED FROM PAGE 31) 


vice-president in charge of opera- 
tion. In addition, we have Marina 
Than, as fashion coordinator, Sid- 
ney Shneer as display director and 
Robert Fabian as advertising di- 
rector. All together, they make a 
tremendous contribution to our 
business. 

“We like to think that things 
happen every day, every week at 
I. Miller, and that we represent the 
broadest assortment of quality 
fashion shoes. Be it a new trend 
setting fashion or the simple ele- 
gance of a carefully tailored pump, 
the balance of the two is the vital 
key to the success of a quality fash- 
ion business. 

“Windows play a very important 
role in our considerations. We spend 
a lot of time in that particular 
sphere for we believe that windows 
are the face that we present to the 
public and they must be the best. 
No compromise! Each week we 
hold a meeting about windows. Dis- 
cuss what should go into them and 
why. Sidney Shneer does wonder- 
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fully creative backgrounds. Actu- 
ally, we feel this area is so im- 
portant, we have a road team of 
display people, trained in our New 
York store, that visits the out-of- 
town units, executes the window 
displays and then comes back for 
the next display package. 

“TI. Miller shoes are the biggest 
resource that we have in the store. 
In addition, we carry a broad as- 
sortment of quality fashion shoes 
from $15.00 to $50.00. When I talk 
fashion, I talk quality at the same 
time for there is quality that stands 
out at every price level. Our busi- 
ness is primarily better shoes...” 

Les Porter feels that the shoe 
industry, as a fashion industry, is 
young. It has some growing up to 
do. It must relate itself more 
closely to what is happening to 
fashion in apparel. “For the first 
time,” says Les, “shoes are truly 
a fashion industry. We can sell a 
variety of looks in shoes, to go with 
a diversity of fashions in apparel. 
One of the newest is the square 
toe, which we are going to sell as 
the right look to go with tailored 
clothes and as the new, truly young 
look in its ‘shelled down’ version. 
Actually, I think the proportion of 


heel heights you buy is more im- 
portant to project than just the 
question of what last. Heel heights 
and shapes are more meaningful 
factors in shoes today than ever 
before and must be designed to suit 
the total look rather than the shape 
of the last. 

“As for imports, we have a few 
of those too. Mario Valentino of 
Italy designs dress shoes for us 
and we get some casuals from Italy. 
We also work very closely with 
Dave Evins, when he goes to Eu- 
rope, to project the important and 
exciting trends that he sees in Italy 
and France... for I. Miller salons.” 

Things are happening every day 
at I. Miller. There is also a longer 
range project, say September or 
October 1961, that is most excit- 
ing and fascinating ... A new I. 
Miller Salon at 57th Street and 
Fifth Avenue in New York, based 
on the concept of: “Let’s build a 
store that is the ultimate... a 
store that will have a total look... 
outside, inside, merchandise, dis- 
plays, windows . . . everything we 
can do to make this the store to 
sell quality fashion shoes.” 
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Your ‘strike’ in bowling shoes 


There are over 28 million men, women and children 
using bowling alleys in this country and by 1966 
the number could well be 39 million. A modest in- 
vestment will give you an adequate initial stock. 


Bowling, one of the fastest-grow- 
ing of family-participation activi- 
ties, has become “Big Business” 
within the past two years. In that 
time, its devotees, consisting of 
men, women and children from 
practically all age groups, have 
climbed a dazzling 30 per cent. Only 
10 years ago, there were some 13 
million active bowlers in the U. S. 
Today, there are over 28 million 
and the number is still growing. 

As the bowling “emporiums” 
continue to spring up in the sub- 
urbs and along the highway, Jun- 
ior, Sister, Mother and Dad from 
every economic class, regardless of 
location, will be heading for an 
afternoon or evening at the alleys 
in increasing numbers. Best guess- 
timates see another 35 per cent in- 
crease in bowlers by 1966 or a total 
39 million. Indicative of the trend 
toward family bowling is the fact 
that many bowling centers have re- 
stricted the number of lanes avail- 
able to league bowlers and alloted 
more time and space to family pa- 
tronage. 


$2 billion in equipment 

In the process, manufacturers of 
bowling balls and pins, automatic 
pin setters and other equipment 
have reaped a harvest. In New En- 
gland alone, bowling equipment 
currently rates a $130 million price 
tag. Nationally, the figure is over 
$2 billion and still rising. 

On the surface, ‘all this would 
appear to be a “can’t miss” bonanza 
for both manufacturers and retail- 
ers of bowling shoes. In apparel, 
bowling shoes alone can be de- 
scribed as tailor-made for the sport. 
Any alley worthy of the name in- 
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sists that all bowlers wear a special 
bowling shoe which generally con- 
sists of leather upper and treated 
rubber or leather sole. 

It hasn’t worked out that way 
by any means. True enough, pro- 
duction of bowling shoes has risen 
in the past three years to more than 
triple the one million pairs reported 
in 1958. Sales in 1960 were re- 
ported as over two million pairs and 
rising. Both of these figures are 
far short of their potential. 

One prime reason for the com- 
paratively slow expansion of bowl- 
ing shoe sales is the traditional 
practice of renting bowling shoes. 
Every alley carries its own supply 
of rentals, and many bowlers, who 
would ordinarily turn green at the 
thought of wearing somebody else’s 
shoes, hesitate not a whit at the 
prospect of hiring these potential 
germ spreaders. 

By far the biggest reason, how- 
ever, has been the failure of many 
family shoe retailers to realize the 
merchandising possibilities now 
“built in” with bowling shoes. 
Bowling shoes are sold in all sport- 
ing goods stores, in many depart- 
ment stores, but in surprisingly 
few family shoe stores. This despite 
the fact that bowling has become 
a widespread family sport and bowl- 
ing shoes are worn by everyone 
from six to 60. 


The initial investment 


Actually, the initial investment 
required for a fairly complete line 
of good quality bowling shoes is 
modest. A retailer would invest ap- 
proximately $191 for 12 women’s 
sizes ranging from 4-10 (excluding 
914) and 13 men’s sizes from 6-11, 





both in two colors. This is based 
upon an average wholesale cost of 
$3.75 per pair on a shoe selling for 
$4.99. The investment could be 
halved by limiting initial stock to 
one color. 

Boys’ and girls’ sizes in 13-5 for 
the former and 13-4 for the latter, 
costing an average $3.50 per pair, 
would add another $50 or so to the 
investment. However, many bowl- 
ing shoe manufacturers say these 
sizes are not necessary unless you 
intend to build a specialty reputa- 
tion. Occasional demand for these 
may be satisfied by special order. 

An additional source of revenue 
at small investment is leather or 
plastic bowling bags which accom- 
pany most purchases of bowling 
shoes. Some stores sell shoes and 
bags as a “package.” 

Once the new line is set in, the 
next step is a matter of promotion. 
Here the possibilities are almost 
endless. It’s a good idea to an- 
nounce your entry into the field 
with a splash in the form of news- 
paper advertising, direct mail if 
you have a good mailing list, and 
display. You may also add to the 
splash with a local contest, by hav- 
ing several of the better-known lo- 
cal bowlers on hand for opening 
day of the promotion and, of course, 
by giveaways. 


The hygienic approach 

Stress two main points in your 
advertising program. First, your 
complete stock of special or quality 
bowling shoes. Second, the hygienic 
approach. Most people realize that 
rented shoes are against all hy- 
gienic rules but the fact needs to 
be driven home forcefully. 

In the area of display, try to get 
some bowling shoes into your win- 
dow several weeks before the open- 
ing of the bowling season in the 
fall. Your opening display should 
be your best in terms of space and 
effort. One good idea is to use 
some action blow-ups, near life- 
size if possible, as a background. 


Boot and Shoe Recorder 





SHOE 


SCHOOL 


\* 


\ 
\ 


\t 


AY 
in 


\ 


\ 


\\ 
\ 
\ 


Are you aware 


of your PUBLICITY POTENTIAL? 


One often-neglected way to es- 
tablish your identity in a com- 
munity, to further favorable com- 
munity relations and to build 
store prestige and the prestige of 
the store’s personnel is through 
good, sound newspaper publicity. 

Publicity isn’t advertising. Pub- 
licity is free. It’s free because, 
whatever the story, it is of suf- 
ficient public interest to warrant 
space in the newspaper’s news 
eolumns. And, retailers in small 
to medium-size cities have a bet- 
ter chance of getting a fair amount 
of publicity than their big-city 
eounterparts. 


Better chances in small cities 


What publicity advantages does 
the small city retailer have? 

1. Newspapers in small cities 
are anxious to publish all of the 
local news that’s available. 

2. As a local businessman and 
as a participant in service clubs, 
eommunity functions and social 
events, you are probably a regu- 
lar source of news for the news- 
paper. 

3. In all probability, you person- 
ally know many on the staff of the 
newspaper, which makes it easy 
for you to contact the right per- 
son when you have a news item. 

What is news? For a retail shoe 
store, the publicity opportunities 
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—news—usually fall into two cat- 
egories. These are employee pub- 
licity and store activities. 


Employee publicity includes: 

1. Promotions 

2. Retirements 

3. Deaths 

4. Election to office in national, 
state or local shoe retailers’ as- 
sociations, merchants’ associa- 
tions, etc. 

5. Participation in community 
events and charities. 

6. Attendance at national meet- 
ings or trade shows. 


Newsworthy store activities in- 
clude: 

1. Major remodeling jobs or 
moves to new locations. 

2. Addition of new departments, 
new facilities, etc. 

8. Anniversary celebrations 
(The 25th, 50th and 100th are 
newsworthy.). 

4. Store sponsorship of Little 
League, bowling teams or other 
sports activities. 


if it’s unusual, it’s news 


Of course, many publicity 
stories don’t fall into a category. 
You must try to develop a nose 
for news—a recognition of what 
makes good reading. Newspaper 
editors are interested in anything 
unusual or anything with a human 
interest angle. 





For example: a missionary aad 
his wife, accompanied by their 
six children, came into a family 
shoe store and bought three pairs 
of shoes apiece to take overseas. 
They also arranged to send back 
foot tracings for additional foot- 
wear when the children outgrew 
their shoes. The store owner was 
quick to see the human interest 
angle and, with the missionary’s 
permission, called the local news- 
paper’s editor. The result was a 
front page story with photographs. 


Rules that get results 


For the best publicity results, 
remember these dos and don’ts: 

DO tell the city editor about 
any story you think has merit. He 
may ask you to send a press re- 
lease. Or, he may send a reporter 
to cover the story. 

DO give the editor as much ad- 
vance warning as possible. If you 
know some important event is go- 
ing to take place—an award pres- 
entation, a store opening or an 


anniversary celebration — alert 
the editor as early as possible, so 
he can schedule reporter and 
photographer coverage if he 
wishes. 

DON’T expect publicity because 
you advertise. An editor will judge 
a story on its news value—not on 
your advertising volume. A story 
that’s more advertising than news 
gets rejected. Real news usually 
makes the grade. 


A degree isn’t necessary 

You don’t have to be a journal- 
ist to prepare a press release. The 
majority of releases covering store 
announcements and events follow 
a standard pattern. And, the edi- 
tor doesn’t expect a professional 
job from you. However, the more 
closely you follow the standard 
press release pattern, the more 
easily your news can be put into 
print. 

Here are eight easy rules for 
preparing a release: 

1. Use 8% in. x 11 in. paper. 


2. Type the company name, ad- 
dress, telephone number, date and 
your name at the upper left. 

3. Put the release information 
— “For Immediate Release” or 
“For Release on (Date)”—at the 
top right of the page. 

4. Leave about ten lines of space 
before starting the story, and 
leave the headline up to the editor. 

5. Double space the copy. 

6. Use only one side of the 
paper. 

7. If the story is more than one 
page long, put “more” at the bot- 
tom of every page but the last one. 
End the story with “end.” 

8. Don’t split a sentence or para- 
graph at the bottom of a page. 

What goes into a news story? 
Your ‘release should answer the 
five basic Ws of good reporting— 
Who? What? When? Where? Why? 
And, keep the writing simple. One 
way to learn how to write your 
releases is to read similar items 
in your newspaper and follow 
the same style. 


FACTS 
you should 
know about 


BACK: CURVE 


Hold a shoe up and look at its 
profile. That rearmost line—the 
one that hooks around the back of 
the heel—is called the back curve. 

One last maker describes the 
back curve as a formfitting line 
shaped to the curvature of the foot 
at the heel. The last modelmaker 
fixes the curve and every last made 
is checked with a templet (a flat 
plate with a pattern cut into it) to 
see that the curve is correct. 

The back curve is a most impor- 
tant part of a last because it not 
only controls the fit at the back of 
the shoe, but because it also gives 


the shoe a graceful line or shape. 

A mistake in the back curve or 
in lasting the back of the shoe can 
result in a shoe that slips at the 
heel or one that bites into the heel 
and causes blisters and “pump 
bumps.” 

Of course, the back curve of 
lined and unlined shoes vary. A 
lined shoe has .a counter which 
helps to hold the heel of the foot 
properly in place and.which gives 
body to the backpart of the shoe. 
The back curve on this last can be 
a little looser than the back curve 
for an unlined shoe. Because an 
unlined shoe lacks body or sub- 
stance, the back curve must be held 
in tighter, especially at the top, so 
that the shoe doesn’t slip. In other 
words, the back curve must com- 
pensate for the absence of a 
counter. 

It is also interesting to note that 
the higher a heel on a woman’s 
shoe, the shorter the back curve 
line becomes. This is because the 
topline of the shoe is lowered as 
the heel gets higher in order to 
prevent biting at the ankle. 

Back eurve works hand-in-hand 


with the back height of the shoe. 
For example, the back curve of a 
last may be correct, but the shoe 
might still bite at the back of the 
ankle if the shoe manufacturer al- 
lowed too much back height. Too 
little back height would result in 
a slipping shoe—even if the back 
curve was correct. 

One of the major violators of 
the art that goes into the design 
of a last is the shoe salesman. 
After a modelmaker painstakingly 
works to create a back curve and 
heel shape that duplicates the 
human foot, a shoe salesman uses 
the palm of his hand to “flex” the 
back of the shoe. He breaks down 
the work that went into forming a 
pocket for the heel. 

The foot itself, with the aid of 
body heat, can do the job of mold- 
ing the shoe to the foot of the 
wearer a lot better than the fitter 
who tries to alter the feel of new 
shoes. 





SOURCES: 
United Last Co. 53 Beacon Ave., 
Lawrence, Mass. 


Vulcan Corp., Sinton Mezzanine, Cin- 
cinnati, O. 
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The IMPORTANCE 
of CORRECT HEEL PITCH 
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Heel pitch plays an important role in the style, com- 
fort and wear of the women’s shoes you sell. 

To understand the importance of heel pitch, you 
must first understand what it is. It’s defined by some 
as the angle between the line of the heel seat and a 
line parallel to the floor, but this is actually the grade 
angle of the heel. 

Others refer to pitch offset as pitch. Pitch offset is 
a linear measurement. It is the distance from the back 
edge of the toplift to a line which is perpendicular to 
the floor that touches the rear edge of the heel seat 
(elevation line). 

The most commonly accepted definition of pitch is 
“the amount of a heel’s inclination from the vertical 
forward under the foot.” Pitch is measured by the 
angle formed by the elevation line and a line con- 
necting the rear edge of the heel seat with the rear 
edge of the toplift. You can see that pitch offset is 
actually the length of the line connecting the two 
lines which form the pitch angle. 


More pitch equals a shorter look 


The greater the heel pitch, the further under the 
shoe the heel is. Thus, a shoe with a large amount of 
pitch looks shorter than a shoe with a small amount 
of pitch. Also, a shoe with a long heel seat can safely 
take more pitch than a shoe with a short heel seat. 

Any error in pitch, either in design or in applica- 
tion, can result in a broken or buckled-under heel. 
This is easily understandable when you consider that 
the average woman takes from 5,000 to 10,000 steps 
a day and the total pounding weight on the heel is 
from 400 to 600 tons a day. 

Heel pitch also affects toplift wear. In designing a 
heel, the manufacturer not only considers how far 
under the foot he wants the heel toplift (pitch offset), 
but he must also shape the heel so it treads properly. 
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In other words, the heel is designed so the toplift 
strikes the ground in « manner that causes it to wear 
evenly. Therefore, if pitch is altered, so is tread. 
As a result, only a small portion of the toplift takes 
all of the wear and the error in pitch increases with 
wear. This shows up in runover heels. 

Heel manufacturers say the shoe with perfect heel 
pitch is one where the heel kicks back enough to have 
the rear edge of the toplift just slightly off the floor 
when no weight is on the shoe. When weight is 
applied, the heel straightens and treads squarely. 
This is known as heel spring. The action of the heel 
spring is similar to that of toe spring. It aids in 
normal walking and also draws the sides of the shoe 
snug to the foot. Conversely, faulty heel spring can 
cause gapping at the sides of the shoe. 


Heel pitch is related to last pitch 


There is also a direct relationship between last pitch 
and heel pitch. Last pitch is the raising of the back- 
part of the last to accommodate the heel. Because the 
natural position of the foot is flat, the pitch of the last 
and the heel must be compensated by changes in the 
formation of the various parts of the last and upper 
patterns. If this isn’t done, the shoe will not tread 
properly and it will probably be uncomfortable or 
injurious to foot health. When the pitch is wrong, a 
woman’s body weight is improperly distributed and 
strain results. 

One of the common causes of pitch error is the sub- 
stitution by some shoe manufacturers of heels that 
were not designed for the last. This is done in order 
to avoid the cost of having new lasts made for a line 
of shoes. To save money, a shoe manufacturer some- 
times just changes the heel height without making 
any last compensations. Manufacturers might also 
neglect to compensate lasts and upper patterns for 
varying heel pitches. This alters the tread. 


Shoe materials can vary pitch 


A heel manufacturer treads his heels on a lasted 
shoe instead of on a wooden last. He does this so he 
can take the thickness of shoe materials into consid- 
eration when designing and selecting heels for the 
manufacturer. However, if 4 manufacturer changes 
materials, the altered thickness of new materials will 
alter the heel pitch. 

Since the development of plastic heels, heel manu- 
facturers have become partly responsible for some 
shoes having heels pitched wrong. Because of the high 
cost of molds, heel manufacturers now make each 
heel size cover a wider ‘range of shoe sizes. There- 
fore, some shoes have pitch error purposely built 
into them, 

What does this mean to the consumer? It all adds 
up to a case of precision engineering involving very 
fine tolerances. It’s this care that results in good 
shoes with a long life. A customer can have confidence 
that well-made shoes are shoes in which careful atten- 
tion has been paid to heel pitch. 





A heel nomenclature sheet and a heel-measurement ruler 
can be obtained free from Mears Heel Co., 53 Beacon 
Ave., Lawrence, Mass. 
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One broad insurance policy can do many jobs 


Statistics available for 1960 indicate that there 
was a substantial increase in crime over 1959—the 
busiest prior year for police agencies. 

Robbery increased in 1960 by 16 per cent, burglary 
climbed 15 per cent, larceny rose 9 per cent and 
automobile thefts increased more than 6 per cent. 
The combined average increase over the same months 
in 1959 was about 11 per cent. 

Crime statistics have also been broken down ac- 
cording to area population. The increase was 14 
per cent in cities with populations over 25,000, 11 
per cent in small cities and 5 per cent in rural and 
semi-rural areas. 


Package policies combine loss coverages 


At the same time that the crime rate has been 
inereasing, criminal loss insurance has been ex- 
panded for retailers by the creation of package 
policies that cover losses resulting from numerous 
crimes. 

A shoe retailer, especially the small retailer, can 
secure adequate coverage by buying a blanket policy 
that combines his loss exposures. The size of the 
store, the number of store employees and the amount 
of premium the store owner wants to pay will de- 
termine the blanket insurance contract the retailer 
selects. 


Storekeeper’s Burglary-Robbery Insurance — The 
coverage of this policy includes: the burglary of 
stock following a forceable entry; the robbery of 
the premises and of the custodian of the money out- 
side of the store; safe burglary; theft from a night 
depository or from the home of the retailer who has 
taken all or part of the store receipts home with him, 
kidnapping an employee and making him return to 
open the store and damage caused by the criminal 
acts covered by the policy. 

This insurance is purchased in units of $250 on 
each of the coverages. The basic charge to the re- 
tailer varies according to the location of the store 
from $12.50 annually to $58.50 annually. The first 
$250 increase in coverage increases the basic pre- 
mium 60 per cent and the second increment ($750 
insurance) adds about 50 per cent to the basic pre- 
mium. This, however, is the least popular combina- 
tion contract. 


Broad Form Storekeeper’s Insurance—This is 
limited to single location stores customarily employ- 
ing less than five people. The coverage is broad. The 
same basic amount of $250 applies on each of the 
policy’s coverages. 


Coverages are many 

Coverages include: employee dishonesty— the loss 
of money, securities or property caused by an em- 
ployee’s fraudulent or dishonest act; theft, myster- 
ious disappearance or destruction of monies or se- 
curities in the store, in the custody of an employee 
away from the store and even from the night de- 
pository of any bank. 

Also, safe burglary, robbery losses, merchandise 
burglary after the store is closed, losses that result 
from accepting counterfeit money or money orders, 
alteration and forgery of the firm’s checks—if they 
were properly drawn and checked by the depositor 
in due time—and damage to the premises and con- 
tents due to robbery, burglary or safe burglary. Very 
often thieves wreck the safe and the store if they 
fail to find anything of value. Vandalism has in- 
creased materially in the last few years and is now 
included in a few insurance forms. 


Look for the limitations 

Don’t be satisfied with simple burglary protection. 
To prove a loss with this coverage, it is necessary 
that you can show physical evidence of forceable 
entry by means of tools, chemicals or electricity. 
The addition of theft coverage removes the forceable 
entry requirement. Examine your criminal loss policy 
and determine whether it is limited to burglary 
claims. 

Full coverage under a broad form policy is 50 
per cent to 60 per cent more expensive than the 
limited form of coverage, but it is much more effec- 
tive. However, the inclusion of $25 deductible clause 
on each loss reduces the premium for this coverage 
almost 30 per cent. So written, a policy with $250 
coverage has a premium just slightly more than the 
premium for the first $250 of limited form insurance. 

Larger stores have several choices in the selection 
of criminal loss package policies. The amounts of 
the protection are more commensurate with exposures. 
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How to set up 4 
handbag department 


(CONTINUED FROM PAGE 45) 


Are you using handbags regularly on wall peg- 
boards? Bags make effective accessories for pin-up 
shoes. Such displays encourage impulse buying. 

In addition to major handbag display unit, are 
you displaying bags here and there throughout the 
store fitting area? Repeated exposure helps sell bags, 
keeps customers constantly informed on new colors, 
fabrics and the like. 

Are you encouraging customers to pick up a hand- 
bag and walk around with it? Often “trying the bag 
on” will make a woman want it. 

Do your sales people practice suggestive selling? 
Multimatic salesmen do. 

Are you offering PM’s on handbags? Commission 
incentives may increase the store personnel’s aware- 
ness to handbag selling in general. 

Are your salespeople trained to talk intelligently 
about the bags in your stock? Your personnel should 
be able to offer one or more good sales points or 
features for each bag, just as they might say of a 
shoe, “This new walking shoe has a heel that is wide 
enough and low enough to walk on, even though it 
has a new narrow shape.” Sales points are myriad; 
salesmen should know them. Pertinent are 1) mate- 
rial, what bag is made of, how it is kept clean or 
polished; 2) what are special features of the bag, 
such as inner and outer compartments, accessibility, 
quality of lining, etc; 3) what is new or attractive 
about the bag from a shape, color and material point 
of view. Durability in day time and travel bags, ele- 
gance of fabric in cocktail and evening bags are im- 
portant points. Covered frames, gold chain handles 
are new fashion features, narrow long underarm 
envelopes, new shape. 

Lastly, are you displaying handbags, particularly 
kookie and novelty types, in full view from the teens’ 
fitting chairs? Seeing often sows the seeds of desire. 

When a handbag operation is included as part of 
a shoe store, handbags need and deserve the same 
amount of careful and thoughtful romancing that 
goes into the selling of shoes. 


Plastic bags catch on 
with Swedish merchants 


Plastic bags with a drawstring -have replaced the 
ordinary paper bag at Skoman, one of Stockholm’s 
largest shoe stores, and at many other retail stores in 
Sweden. The sturdy bags are suitable for prolonged 
re-use, and in the case of Skoman, the store name is 
imprinted on the bag to assure continuing advertising 
mileage. 

The bags—large enough to hold a shoe box—cost 
about 5¢ each, according.to William P. Hamilton, who 
sells them to Swedish merchants. Hamilton is: also 
Scandinavian representative for Esquire Shoe Polish. 
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SANTA ROSA BRAND 
Style #318— 

“Golden Hunter” 

One piece Garrison back 
stay; no-creep trouser 
guard top facing; Fungus 
and perspiration 
resistant Pacifate drill 
lined vamp; outside 
Garrison counter 
pocket; leather 

laces; complete 

welted heel and 

sole, hard box 

toe; nailless 
construction. 


oP apne 


Pacifate is the famous shoe lining that clinches 
the sale! It’s the only lining approved by the National 
Foot Health Council... the only lining that’s na- 
tionally advertised! Millions of people know that 
Pacifate is the exclusive germicidal processed lining 
that prevents reinfection from athlete's foot, retards 
foot odors, keeps leather soft and supple longer, 
prevents drying and cracking due to rot — and they 
want it! Get the profitable edge 

on competition ... line your 

shoes with Pacifate! Pw 








WAMSUTTA / PACIFIC 
INDUSTRIAL FABRICS 
1430 B'way, New York 18, N. Y. 
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AN ANALYSIS OF IMPORTANT INDUSTRY NEWS 


Retail picture improving 


March-April retail sales, which many retailers use 
as yardstick to determine state of shoe business and 
prospects for year, proved disappointing for many. 
Culprit was poorest April in years, due mostly to 
weather. Even the big chains were unable to make 
up April deficits after posting healthy March vol- 
ume. Department stores did a little better, with 
major brands selling through these sources manag- 
ing to attract April business. For some reason, vol- 
ume shoe market was hardest hit during April. 


For most part, retailers over country finished March- 
April period about even or just a bit below last year. 
Same applies to first four months. Big chains aver- 
aged a little less than two per cent under 1960 dollar 
volume to date. Record must be considered against 
average seven per cent increase in number of chain 
units. But keep in mind, as Tanners’ Council points 
out, that average gain in volume from 1959 to 1960 
was startling 16 per cent. Thus 1960 through first 
four months may not offer fair comparison for 1961. 


Early returns from chains and department stores as 
well as independents indicate some gains in May, 
particularly toward latter part of month. Here 
again, weather was big determinant. As ‘skies bright- 
ened and temperature soared, so did sales. Best 
news in this wasn’t merely rising pairage but fact 
that consumers will buy when conditions are right. 
Barring unforeseen difficulties at home and abroad, 
June will prove a healthy month at both manufac- 
turing and retail levels. Both production and sales 
should finish first half year slightly over 1960 pace. 


Discounting not the whole answer 


The continuing marketing “revolution,” which inci- 
dentally will be examined from a variety of inter- 
esting angles at the NSMA Marketing and Distribu- 
tion Management Meeting, June 16-17 in New York, 
brings forth a welter of new trends for shoemen to 
consider. The supermarket trend causing the great- 
est amount of noise still fails to convince many at 
the top despite news that many big chains and de- 
partment stores are dabbling in discount selling. 
Big organizations can pull out of discounting as 
easily as they enter—but smaller ones can’t. 


Some retailers already converting have found that 
discount selling alone doesn’t solve their problems. 
Price cutting and self-service don’t assure success 
in the field and will mean less as competition grows 
in this area of marketing. Supermarkets are becom- 
ing more expensive to operate as fancier decor and 
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more services are added gradually. Many big de- 
partment stores have been meeting discounters’ 
prices and already found this wasn’t the entire an- 
swer. Consumers have indicated they are willing 
to pay a little more for services. 


This brings up the point made at recent marketing 
conference in Chicago. One top sales executive, 
while admitting need for testing new market ap- 
proaches, said greatest marketing challenge of Six- 
ties will center on creating a “package of services” 
for most consumer products. Products themselves 
will constitute only part of the entire package. This 
concept will come to mean more to average con- 
sumer, now becoming more sophisticated in tastes 
and more discerning in demands. 


For those who feel this development is too far in 
the future, look what happened to automobiles in 
space of two or three years. Original demand for 
bigger, more powerful, more luxurious cars gave 
way to complete reversal with arrival of the com- 
pacts. Big car status symbol faded as more and 
more people came to afford them. Compacts first 
came in as status symbol to many, reaction against 
big expense Cars to others. More recently, the swing 
has been toward latter reasoning. Consumer is shy- 
ing away from superfluous gadgets or services. 


Discounters have met some of this increasing prac- 
ticality by price alone. But trend toward improved 
decor, more convenience, better services indicates 
consumers may be passing beyond novelty stage. 
The more consumers demand, the better will tradi- 
tional sellers be able to outcompete discounters in 
meeting these demands. Latter still have much to 
learn in areas where experienced conventional op- 
erators excel—market research, mass movement and 
distribution of goods, smart buying by qualified buy- 
ers. Finally, discounters are far behind on fashion. 


New threat to brands 


Reported move of Associated Merchandising Corp. 
into its own private label women’s style shoes now 
practically confirmed. It could pose a new threat 
for nationally branded footwear, already much beset 
by unbranded or volume lines. Department stores 
and independent retailers are still prime strong- 
holds for branded shoes. If AMC proves successful 
with its ‘““Demura” line as a house brand, other large 
department stores may swing sales emphasis toward 
store rather than brand identification. It may take 
time in developing but independent retailer may 
eventually find himself sole proponent of brands. 
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Trade groups OK plan for 3 national shows 


A national show in the 
spring, comparable to the 
NSF in the fall, may be 
added to the industry’s 
calendar along with a vol- 
ume show in November. 


The four leading trade associa- 
tions have endorsed a program of 
three national shoe shows a year, 
BooT AND SHOE RECORDER has 
learned from authoritative sources. 

The plan, which is still in the 
discussion stage and will not af- 
fect the 1961 show calendar, calls 
for: 

* A national shoe show in the 
spring, to be held shortly after 
Easter, preferably in New York. 
This would apparently replace the 
existing Shoe Show of America, 
successor to PPSSA. 

® A national show in the fall, 
during the latter part of Septem- 
ber or early in October, in Chi- 
cago or Miami Beach. This would 
be a continuation of the present 
National Shoe Fair, which was 
shifted this year to Miami Beach 
to gain earlier timing but could 
return to Chicago if results are 
disappointing. 

© A national show in New York 
sometime around Nov. 1 to serve 
the needs of the volume trade. 


St. Louis objects—The current 
discussions involve the National 
Shoe Manufacturers Assn., Na- 
tional Shoe Retailers Assn., Na- 
tional Assn. of Shoe Chain Stores, 
and the New England Shoe and 
Leather Assn. Their major oppo- 
sition has come from the St. Louis 
Shoe Manufacturers Assn., spon- 
sor of the Shoe Market of Amer- 
ica in St. Louis in April. 

Walter Johnson, association pres- 
ident, said his group was “solidly 
opposed” to a New York show “de- 
signed to compete with the St. 
Louis showing during approxi- 
mately the same dates.” Arthur 
Gale, executive secretary, added 
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that members feel such a show is 
“unnecessary and unwarranted.” 


More or less?—Although the St. 
Louis manufacturers view the new 
plan as increasing the number of 
major shows, its backers believe 
the reverse is true: that the pro- 
posal would simplify the show cal- 
endar. 

For several years there has been 
growing concern in the industry 


‘over the multiplicity of shows. To 


appraise the situation and arrive 
at a practical solution, NSMA, 
NSRA, NASCS, NESLA and the 
St. Louis Shoe Manufacturers ap- 
pointed a Joint Shoe Show Study 
Committee more than a year ago. 
To implement this group’s work, 
the associations retained Alder- 
son Associates, a Philadelphia 
market research agency, to deter- 
mine the industry’s absolute mar- 
keting needs in the way of shows. 


Directors approve plans — For 
eight months the Alderson firm 
conducted its research and re- 
ported its findings regularly to the 
Shoe Show Study Committee. The 
latest meeting for this purpose 
was held May 3 in New York. Al- 
though the associations made no 
announcement at that time, the 
RECORDER learned that specific rec- 
ommendations were made to the 
boards of directors of the partici- 
pating associations. All the boards 
gave their approval, except for the 
St. Louis Manufacturers. 

Gist of the recommendations 
was that three national shows, 
practically timed and ideally lo- 
cated, could effectively and ade- 
quately serve the marketing needs 
of the industry. The proposal for 
two big national shows, one in the 
spring and one in the fall, plus 
a November show for volume buy- 
ers, was the result. 


New committee formed—To put 
these recommendations into opera- 
tion, the four associations report- 
edly set up a National Shoe Show 
Committee. Ben H. Willingham, 


president of Genesco, Inc., is 
chairman. On the committee are 
the president, the executive vice- 
president and two members from 
each association. 

The committee will hold another 
meeting in New York on June 20. 


Target date uncertain — The 
four associations’ plans will not 
affect this year’s National Shoe 
Fair, Sept. 24-27 in Miami Beach, 
or the new Shoe Show of America, 
Nov. 5-9 in New York. Just when 
the changes would take effect, has 
not been revealed. 

The second Shoe Show of Amer- 
ica has already been scheduled to 
start April 29, 1962. This is also 
the starting date of the SMA in 
St. Louis, and the date conflict has 
been a source of contention be- 
tween the sponsoring groups. 
Their differences have been in- 
creased by the current proposals, 
with SLSMA contending that its 
own show is national in scope and 
that the proposed New York event 
in April is not needed. 


The St. Louis viewpoint—Speak- 
ing for SLSMA, Arthur Gale de- 
clared recently, “The expressed 
desire of the great majority of 
manufacturers and retailers is to 
reduce the number of shoes and 
not add to it. Apparently just the 
opposite approach has been taken 
by the directors of NSMA and 
NSRA without any research on 
the desires of the retailers and 
manufacturers. 

“A similar position was taken 
by the same group in moving the 
National Shoe Fair from Chicago 
to Miami Beach, and it is now pre- 
dicted that this show will return 
to Chicago within the next year 
or two because of lack of support 
of independents.” 

SLSMA’s executive secretary 
claimed that a second big national 
show would impose a financial 
strain on both manufacturers and 
retailers. The St. Louis show, he 
said, will therefore continue “on 
the same basis as in the past.” 
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3,000 reservations booked at Miami Beach 


While the national show picture 
undergoes a re-evaluation, plan- 
ning continues for the 1961 Na- 
tional Shoe Fair in Miami Beach, 
Sept. 24 to 27. 

It will probably require almost 
50 Miami Beach hotels to ac- 
commodate exhibitors and visiting 
buyers during the Fair, officials 
say. 

The Shoe Fair Housing Bureau 
in the resort city has already 


booked more than 3,000 reserva- 
tions for sleeping rooms. The 
bureau has assigned 36 hotels, 
all but one facing the ocean front, 
exclusively to accommodate Shoe 
Fair visitors. Already 12 have 
been marked “sold out,” and the 
rest are filling up rapidly, the 
bureau reports. 


How reservations are made—Ap- 
plications for sleeping rooms at 
the official hotels can be made 
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only through the National Shoe 
Fair Housing Bureau, P. O. Box 
1511, Miami Beach, Fla. 

The 12 sold-out hotels are the 
Carrillon, Atlantic Towers, Lu- 
cerne, Moulin Rouge, Crown, Cad- 
illac, Caribbean, Versailles, San 
Souci, Sea Isle, Seville and Al- 
giers. George Gayou, Shoe Fair 
manager, said there is a good 
chance that the total number of 
Shoe Fair sleeping room hotels 
may have to be increased to 40 
or more. 


Five exhibit hotels—In addition 
to the sleeping-room hotels, there 
are five official exhibit hotels, 
the Fontainebleau, Barcelona, 
Saxony, Sorrento and Montmartre. 
No sleeping accommodations will 
be accepted in these five. 

According to the show’s plan- 
ners, some 700 manufacturers will 
exhibit, and they will show more 
than 1,000 lines for spring 1962. 

The show is expected to draw a 
“heavy flow of buyer traffic” from 
abroad as well as the U. S. 


“Earlier Look” — Emphasis at 
the show, the earliest Shoe Fair 
ever held, will be on the theme 
“Earlier Look, Smarter Buy.” The 
Fair comes a month sooner than 
in former years at its traditional 
home, Chicago. 

L. Edward Tuffly of Krupp & 
Tuffly, Inc., Houston, the Fair’s 
general chairman, points out, “The 
new timing will enable buyers 
to take a longer, deeper look at 
the spring lines, and offer them 
a better opportunity to appraise 
and plan their purchases for the 
new season. This should lead to 
smarter, more profitable buying. 

“The earlier timing also means 
that manufacturers’ lines will be 
ready earlier for deliveries,’’ 
Tuffly says. “This should stimulate 
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a longer spring selling season 
and give adequate time for sound 
pre-season testing of new styles.” 


Needed: careful study — Shoe 
Fair leaders say two other factors 
favor the early timing of the 
show: 

1. The major transitions tak- 
ing place in spring ’62 fashions, 
making a greater-than-usual 
analysis of styling developments 
necessary for buyers. 

2. A strong certainty that 
spring will set new records for 
both production and retail sales 
of footwear, with those retailers 
who move in first with the right 
merchandise reaping the biggest 
benefits. 


NSRA Conference, Guild 


show set for same week 


The National Shoe Retailers 
Assn. Fashion Conference on Aug. 
8 will be timed to coincide with 
the advance spring showing of 
the Designer Shoe Guild. 

The Guild showing is set for the 
week of Aug. 7 at member firms’ 
showrooms in New York. The 
NSRA Conference will spotlight 
trends in women’s apparel and 
shoes for spring and summer 
1962. It will take place at the 
Plaza Hotel, New York. 

In addition, NSRA Women’s and 
Children’s Shoe Style Committees 
will meet at the Plaza during the 
same week. The women’s meeting 
is set for Aug. 9, the children’s 
meeting for Aug. 10. The NSRA 
Men’s Shoe Style Committee will 
evaluate the spring-summer fash- 
ion picture at a meeting June 21 
at the Plaza. 


SSA fashion meetings set 


The fashion meetings conducted 
in the past by the Popular Price 
Shoe Show of America will be con- 
tinued by the Shoe Show of Amer- 
ica, successor to PPSSA. 

The program is planned for the 
week of Aug. 6 in New York. A 
fashion trend meeting is set for the 
morning of Aug. 7 at the Savoy- 
Hilton Hotel, 58th St. and Fifth 
Ave., with presentations by Doris 
Weston and Helen Joseph. The 
same hotel will be the site of meet- 
ings of six SSA shoe style com- 
mittees. 
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New Dallas show’s ‘two for one’ offer 
fails to dim SWSTA prospects for fall 


By VIVIAN ANDERSON 


The Dallas show of Southwest- 
ern Shoe Travelers Assn., largest 
of the country’s regional showings, 
is here to stay, judging from re- 
tailer enthusiasm, optimism, atten- 
dance and buying at last month’s 
Fall Shoe Fair. 

A spot canvass among the 1,500 
buyers attending the show and the 
exhibitors of more than 600 lines 
revealed that a majority intends to 
return to the halls of the Adolphus, 
Baker and Statler Hilton Hotels for 
the SWSTA Spring Shoe Show Oct. 
29-Nov. 1. (These dates are approx- 
imately the same as those of past 
national shows in Chicago and ear- 
lier than those of past Dallas fairs, 
SWSTA notes.) 


“Why change?”—“We like what 
we have; we look forward to the 
semi-annual shows, we work hard 
when we’re here, but we’re enter- 
tained royally. Why should we 
change it?” This was the attitude 
of most buyers from Texas, Arkan- 
sas, Louisiana, Oklahoma, New 
Mexico, Kansas and Mississippi. 

Only exceptions were some job- 
bers and manufacturers of some 
women’s fashion and_ so-called 
“item” lines who said they liked 
earlier dates and planned to take 
advantage of the “two for the 
price of one” offer of the newly 
organized Dallas Shoe Fair. The 
new show is planned for Oct. 1-4 
and again during the period of the 
regular SWSTA Spring Shoe Show, 
Oct. 29-Nov. 1. Some salesmen also 
said, “It’s up to my manufacturer, 
but I don’t think we’ll change.” 


Bewildering offer—Many shoe- 
men expressed bewilderment as to 
underlying reasons why the “two 
shows for the price of one” offer 


was announced just days prior to: 


the opening of the SWSTA Fall 
Shoe Fair. Ben Berwald and Ralph 
Shanks, organizers of the new 
show, had said: 

“For exhibitors interested in an 
early show, the Dallas Shoe Fair 
[the new one to be held in Dallas 
Trade Mart, 2100 Stemmons Free- 
way] will open on Sunday imme- 


diately following the National 
Shoe Fair in Miami Beach. For 
the added convenience of buyers 
accustomed to attending shows 
later in the season, the Dallas 
Shoe Fair will stage a repeat mar- 
ket Oct. 28-Nov, 1. 

“Exhibitors who show in the 
first market will be given free 
space in the second. The new show 
will follow an organization pat- 
tern of the National Shoe Fair.” 


The astronaut helps—Buying at 
the May show followed trends of 
other regional markets this spring, 
but more optimism was found 
among retailers due to the psy- 
chological effects of this country’s 
placing an astronaut in space. 

There was the same confusion 
in women’s lines, however, over 
needle vs. squared or crescent 
toes. Because many retailers had 
been “hurt” previously by large 
stocks of double and triple needles 
on mid-heels, many were buying 
cautiously this time and filling in 
with “items,” such as little gold 
boots, nailhead gold and colored 
flats, cowboy heel shoes and shoes 
with chopped-off toes up to 10/8 
height. 


Guild houses exhibit — Lending 
added impetus to this show was an 
entire floor of Designers Shoe 
Guild displays, where traffic and 
buying were heavy daily. 

Men’s lines followed regular 
trends, with slipons representing 
40 to 50 per cent of the orders, 
deep browns making heavy in- 
roads on black and brighter tans, 
and more pointed toes and high- 
risers ordered heavily for San An- 
tonio and other Deep South sec- 
tions. 


Boston: ‘No immediate 
business,’ exhibitors say 


A cautious buying attitude 
characterized the Boston Shoe 
Travelers’ Assn. fall showing, just 
as it has the other fall shows of 
recent weeks. The 200 exhibiting 
manufacturers noted that total 
attendance was down compared 
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to previous years. 

The most-heard lament was, 
“There’s no immediate business.” 
As one exhibitor put it, “There 
has been a lot of interest, sam- 
pling and optimistic conversation, 
but what I want is to write some 
good orders.” 

“Nobody is gambling on any- 
thing,” was another remark that 
typified this show. 


Uncertainty on toes — Some 
holding back of ordering in wom- 
en’s dress shoes for fall was 
blamed on the uncertaiuty of toe 
styles—the big question being 
whether the consumer is ready 
for the new oval and square toes. 
Orders for the new toes have 
generally been light. Since the 
pointed toe is still considered as 
the volume seller for fall, buyers 
are hesitant on just how heavily 
to stock the new styles. 

With attendance down, discus- 
sions were prevalent concerning 
the purpose and value of shoe 
shows in general. Most often 
heard was the old phrase, “Every 
year I say it’s my last show, but 
the next year I’m back again.” 


Appointments help—Doing the 
most business at the show were 
exhibitors who had lined up ap- 
pointments prior to show time. 

Overal] business could be cate- 
gorized this way: women’s—fair 
to good; men’s—poor to fair; and 
children’s—good. 

Optimism for a strong fall run 
reigned at the show in spite of 
the hesitant buying, but there was 
indication that production runs 
might not materialize until later 
than expected. 

By DONALD WATSON 


Chicago: Orders fail 
to match buyer optimism 


There was a serious buying de- 
mean about visitors to the Mid- 
west Shoe Travelers’ Assn. fall] 


showing in Chicago that was 
encouraging to manufacturers: 
with few exceptions, the buyers 
expected fall business to be good 
to excellent. 

But this buoyancy was not re- 
flected in any shattering amount 
of orders. Buyers still demon- 
strated caution, indicating that 


inventories remained high. Still, 
there was a feeling that these 
stocks could vanish quickly under 
the impact of sudden demands. 
There was more than a little 
concern expressed that deliveries 
could become a problem in the 
fall. 


Higher prices?—Although most 
exhibitors felt that fall shoe 
prices will hold at present levels, 
there were some dissenters. One, 
in fact, thought that higher costs 
of leather and labor could bring 
higher footwear prices by June. 

In women’s lines, buying at 
Chicago was “purposeful,” as one 
big manufacturer put it. Pref- 
erences were 3-to-1 for 19/8 heels 
and downward, and 2'%-needle 
toes. 


Men’s lines do well — Men’s 
shoes fared somewhat better than 
women’s, although these manu- 
facturers were in the minority at 
the show. One large producer said 
he sold 10 per cent more shoes 
than last year. He attributed this 
spurt to latent feelings of im- 
pending scarcities that always 
affect men’s shoes first. Prices of 
men’s shoes at the show had been 
graded up: the median was $14.95 
as against $12.95 a year ago. 

By EDWIN J. KNUDSEN 


Detroit: Retail group, 
travelers to resolve split 


The Fall Shoe Mart sponsored 
by the Michigan Shoe Travelers 
Club in mid-May in Detroit fol- 
lowed by three weeks the Michigan 
Shoe Retailers Assn.’s Fall Show 
in the same city. Buyer traffic 
and total sales at the two shows— 
the split was the result of internal 
frictions between the retailer and 
traveler associations — proved to 
both organizations that it would 
be to their best interest to ‘make 
up”! 

The two groups have appointed 
committees which will meet to 
iron out their differences. 

By splitting the available ex- 
hibitors between the two shows, 
the impact which is usually felt 
by having one “big” fall show 
in May was removed. And the 
schism accounted at least in part 
for a decline in traffic at the May 
show. 





Many exhibitors, however, re- 
ported good traffic in their own 
display rooms and were busy 
with a fairly steady stream of 
regular customers. This was par- 
ticularly true of the popular price 
lines since the earlier show em- 
phasized higher-priced footwear. 
Excellent weather, almost the first 
that Detroit had experienced this 
spring, helped bring out buyers, 
and added to their general op- 
timism for summer and fall selling. 

Buyers did not fill their entire 
needs for fall merchandise since 
the Shoe Travelers Club holds 
another fall shoe show in Detroit 
in July. 

A very conservative square toe 
was showing some strength on low 
or flat-heeled tailored patterns. 
The double and triple needle, how- 
ever, remained undisputed leader 
in dress shoes. 

By GRACE GORDON HAY 


San Francisco: Buyers 
keep inventories small 


“They are buying close to the 
chest.” 

That was the situation, as one 
traveler phrased it, at the West 
Coast Shoe Travelers’ Fall Foot- 
wear Market in San Francisco. He 
explained, ‘“‘“Most merchants do not 
feel too sure how national events 
are going to affect business. They 
are buying in small quantities and 
guarding against being caught with 
large inventories, in case the busi- 
ness pickup is slow in coming.” 
This cautious attitude was apparent 
in the buying of new and novelty 
numbers. 

Although merchants thought the 
recession had passed its low point 
and the outlook for fall business 
was favorable, there was some dis- 
agreement about how fast the re- 
covery would come. And this was 
reflected in the satisfactory but not 
brisk buying. 

An exception was men’s lines, 
where buyers were planning for 
much better fall business and 
taking strong interest in new items. 
There was a shift in interest to 
heavier men’s shoes, for some mer- 
chants felt their customers weren’t 
satisfied with the durability of the 
lightweights. 

In women’s lines, the popularity 
of triple needles and extreme high 
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neels was falling off, and retailers 
were looking for squared and round 
toes and medium heels. In casuals 
20 per cent of sales was in square 
toes, most of the rest in round toes. 


Show attendance was triple that 
of a year ago, according to Co- 
Chairman Joe Ginsberg, partly 
because of earlier timing. The com- 
parable 1960 show was held in 
August. 

By VERN GODKIN 


Oklahoma City: Bumper 


crop brightens outlook 


Optimistic is the word that best 
describes the attitudes about fall 
business evidenced by shoe retail- 
ers attending the Mid-Continent 
Shoe Travelers’ Fall Shoe Show in 
Oklahoma City. 

In fact a majority of the buyers 
said they had experienced no no- 
ticeable slowdown in this area such 
as that talked of elsewhere. Okla- 
homa’s economy is based largely on 
agriculture. When farmers and 
stockmen prosper, all business pros- 
pers as a result, salesmen were 
quick to point out. With prospects 
already pointing toward a bumper 
wheat crop in the state, which is a 
mainstay in many sections, retail- 
ers are imbued with optimism. 

Many salesmen reported orders 
ran ahead of last year. 

While Sunday traffic was cur- 
tailed because it was Mother’s 
Day, buyers who came _ stayed 
longer, took plenty of time making 
selections, and, in the main, bought 
more heavily—not only for pre- 
fall delivery but for replenishing 
summer inventories. 

Volume in ladies’ dress and cas- 
uals remains in double needles, 
with some cautious orders in 
rounded and snipped-off toes. Hour- 
glass heels from 21/8 to 12/8 drew 
volume interest, with an increasing 
attention shown to stacked heels, 
especially in casuals. 

In boys’ and men’s shoes, buying 
concentrated on fewer styles and 
more sizes. As one salesman stated 
“Eighty per cent of our sales are 
concentrated in four styles out of 
12 offered, with a 50-50 division 
between oxford and loafer types.” 
He modified this ratio to 70 per 
cent loafers for young men. 


By ELSIE VAN HORN 
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Indiana Travelers plan 


to repeat Kentucky show 


The Kentucky-Tennessee Shoe 
Fair, initiated last month by the 
Indiana Shoe Travelers’ Assn., Inc., 
will be repeated in the fall. Plans 
are in the making for a showing of 
spring lines, probably after the 
Indianapolis show in November. 

Heavy rains and flash floods cut 
into attendance at the first show 
in Lexington, Ky., but travelers 
said they were still satisfied with 
the attendance. Although flooded 
lowlands forced many Tennessee 


merchants to stay home, retailers 
from close to 100 stores in eastern 
Kentucky, including Louisville, 
showed up. And those who came, 
bought. This was the first time 
some had seen a complete fall line. 

The region served by the show, 
with many coal mines, is among the 
first to feel a recession. But re- 
tailers were optimistic about future 
business, and bought with confi- 
dence. They told of local plans to 
attract new industry to the area. 

For the visiting retailers, the 
Indiana Travelers showed a film, 
“Why the Shoe Fits.” 
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MARKETING 


Can a food mart move popular price shoes 
at a profit? Gilbert chain says yes after test 


After a five-month test, Gilbert 
Shoe Stores, Inc., has concluded 
that a discount shoe department 
can be operated profitably in a food 
supermarket. 

Lou Feuer, vice-president of mar- 
keting, said the initial experiment 
was conducted in a supermarket 
with total business of just under $1 
million annually. Shoe sales aver- 
aged 5 to 6 per cent of total store 
volume although the area used rep- 
resented only 2 per cent of the 
total. Feuer said this proves that 
shoes can be one of the most pro- 
ductive supermarket items in terms 
of dollars per square foot of mer- 
chandising space. 


Complete line needed—Ivan Gil- 
bert, president of the Columbus, O., 
firm, which operates a chain of 27 
discount outlets, said the test con- 
firms his belief that customers will 
shop for popular priced (as opposed 
to cheap) shoes in a supermarket. 
He emphasized that such a depart- 
ment must carry a complete line of 
seasonal merchandise to develop a 
customer habit of buying shoes in a 
supermarket. 

The executive warned that spot 
shoe items used in promotions by 
supermarkets frequently have been 
so low in quality and high in price 
as to injure the store’s reputation. 
Shoes so sold must be of standard 
quality and priced below the shoe 
chains, he recommended. 


Criteria for success — Gilbert 
management said its research de- 
termined that a shoe department 
would be profitable in a supermar- 
ket with $2 to $3 million annual 
sales. The department should have 
500 to 900 sq. ft. of space, compared 
with 350 ft. in the original test. 

Feuer said Gilbert’s now is pre- 
paring to move into a supermarket 
with a $5 to $6 million volume 
where it will test the type of shoes 
and merchandising concepts ap- 
proved by the public in the initial 
run. In that test, supermarket per- 
sonnel restocked the racks daily 
from back-up and replacement stock 


shipped from Gilbert’s warehouse. 

The double ticket system was 
used with the cashier removing 
half the ticket when shoes moved 
through regular grocery checkouts. 
Tickets were sent to the warehouse 
daily and necessary replacement 
stock shipped the next day. 


Don’t use baskets—Shoes can- 
not be effectively merchandised in 
basket displays, the experiment in- 
dicated. So special hanging - type 
racks were substituted effectively. 
Trellis-like racks went against walls 
or back-to-back at the end of a gro- 
cery gondola. Shoes were attached 
with strings so that every pair was 
in full view. 

First stocks included a line of 
rubber footwear, slippers, four 
styles of men’s shoes, six styles of 
children’s and six styles of women’s 
and growing girls’ shoes. 

When the hanging racks were in- 
stalled, the rubber lines and slip- 
pers were retained, men’s styles 
were increased to eight, children’s 
to 15, and women’s and growing 
girls’ to 12. Canvas lines were 
added. 


What’s ahead?—Feuer said fu- 
ture success will depend upon 
presentation of as complete a line 
of shoes as possible in the rela- 
tively small space, frequent re- 
placement of stock through alert 
in-store servicing and _ efficient 
warehousing, periodic stock bal- 
ance checks to correct any im- 
balance resulting from cashier’s 
failure to retain the ticket, and 
perhaps a small back-up inventory 
for those supermarkets at a dis- 
tance from the warehouse. 


EJ sets retail sales goal 


Endicott Johnson Corp.’s retail 
stores division is shooting for an 
annual sales goal of $100 million 


within five years. Raymond A. 
Mills, the company’s executive 
vice - president, told the district 
managers of the division that this 
figure represents a third of EJ’s 
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total sales goal in its current five- 
year plan. Speaking in Endicott, 
N. Y., Mills added, “These are reai 
figures based on facts.” 


New lights and fixtures 


swell department traffic 


When Cutter-Karcher Shoe Co. 
of St. Louis took over the shoe 
department in Sabath’s Department 
Store, Chicago, the company re- 
modeled the 1500 sq. ft. of selling 
space to attract heavy store traffic 
to the department’s rear-of-store 
location. 

The lighting intensity was 
doubled by adding extra egg crate 
fluorescents over the ceiling; two 
4 by 5 ft. shadow boxes were set in 
the walnut-paneled walls for dis- 
playing the latest in women’s 
shoes; and gilded, tubular plastic- 
covered chairs in turquoise and 
orange were placed along the wall 
and in the center of the depart- 
ment. 

Result of the modernization has 
been a substantial increase in 
traffic. Because of the atmosphere 
of relaxation, officials say, people 
seem to gravitate to the shoe de- 
partment for a refreshing pause 
in their shopping. The department 
handles family shoes at popular 
prices. 


PROMOTION 


NSI slipper drive gets 
retailer follow-through 


Trade participation in the 
National Shoe Institute’s first 
summer slipper promotion was 
extensive, NSI reported during the 
10-day campaign late in May. 

Thom McAn stores carried a 
blue and white streamer in their 
windows, and the G. R. Kinney 
chain created window and point- 
of-sale materials for its units. 
Oomphies, Inc., New York man- 
ufacturer, asked its retail outlets 
to obtain slipper promotion kits 
from NSI. 

Meanwhile, United Press Inter- 
national and Newspaper Enter- 
prise Assn. (NEA), which service 
hundreds of newspapers, both 
carried stories about summer slip- 
pers. A summer playshoe feature 
will appear in the August issue 
of Redbook magazine. 
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Shoe boxes cited for merchandising values 


First award in footwear category of 1961 Set-U 
tional Paper Box Manufacturers Assn. went to ba 


Paper Box Competition sponsored by Na- 


y gift shoe box (center) of Mrs. Day's Baby 


Shoe Co. A product of Friend Box Co., it features hinged lid and doors which open to 
reveal the shoe chest with pink interior. Excellence award went to Saks Fifth Avenue pack- 
age (left) by Frank C. Meyer Co., Inc. Here, the lid of the bag is also a set-up box. The 
box, with same crossed-line design as on the bag, may be kept on shelf to hold the shoes, 
while customer's purchase can be packed in the bag to carry home. 


Excellence award in "other constructions of the rigid box" category went to Wohl Shoe 
Co. Marquise Originals box, also by Frank C. Meyer Co., Inc., utilizing classic Greek theme 
in a modern rendition. Winning boxes were displayed at Box Manufacturers Assn. conven- 


* tion in Washington, D. C., May 4-7. 








Expose your stock through mass displays, 
varied ad media, Ohio merchants are told 


Window displays and effective 
advertising are essential to the 
success of any shoe merchandis- 
ing venture, the Ohio Shoe Retail- 
ers Assn. was told at a recent 
breakfast meeting in Columbus. 

Displays should create interest, 
sell merchandise and advertise 
your store, stressed Charles (Doc) 
Butterworth of Baynham Shoes, 
Dayton. Said he, “The modern 
philosophy of exposure in retail- 
ing is simply this: Get as much 
out of your merchandise as pos- 
sible through your windows and 
interior displays, and through ex- 
posure to your customers and pro- 
spective customers.” 


Exposure counts — Butterworth 
said the would-be customer wants 
to look at a selection of shoes— 
hence the necessity for well- 
lighted mass displays. “The 
greater the exposure, the greater 
the sales potential,” he contended. 

“People today buy a store’s rep- 
utation or image. They buy your 
advertising. They buy your serv- 
ices. They buy your salespeople, 
your fashion guidance, your win- 
dow and interior displays. 

“In short, today the indirect 
selling is almost as important as 
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the direct selling.’ Butterworth 
said Baynham’s average window 
budget in the past five years has 
been 7/10th of 1 per cent of sales 
for change of carpeting, painting 
backgrounds, repainting displays 
and sign machine. 


“The big speaker”—Richard P. 
Kremer of Dick Kremer Shoes, 
Marietta, O., told the group, “Ad- 
vertising is the big speaker in the 
stereo music of the cash register 
ringing.” 

He said retailers’ advertising is 
vital because of (1) the competi- 
tion from discount houses, shop- 
ping centers, self-service units 
and “everyone in everyone else’s 
business”; (2) increasing costs of 
inventory, paperwork, rent, 
freight and the cost of finding, 
training and holding good sales- 
people, and (3) lower profits due 
to increasing competition and the 
pressures of tighter business op- 
eration. 

He termed advertising, display 
and on-the-floor selling, in that 
order, as the most important mer- 
chandising techniques. 


Advertising criteria — Kremer 
urged that advertising be “force- 
ful enough to be heard; repeated 


enough to be remembered; 
planned so the cost will be in line 
with the investment and the sales 
goal, and timed to appeal to the 
customer when he wants to buy.” 

He urged the use of all available 
media. A newspaper ad should be 
run four or five times each week, 
he said. Radio should be on a 50- 
spots-per-month contract basis 
with additional spots to promote 
special sales events. Direct mail 
should involve postcards, re- 
minder cards, interior displays 
and the complete line. And co- 
operative television programs can 
be arranged at a cost of approxi- 
mately $10 per week, Kremer told 
the merchants. 

Kremer said his own store’s 
advertising expense for 1960, util- 
izing all methods and including 
cooperative credits, amounted to 
less than 3 per cent of sales. 


Sixty-two attend—Other speak- 
ers at the spring breakfast meet- 
ing of 62 Ohio shoe retailers in- 
cluded Robert Lape of the Julian 
& Kokenge Co., Columbus, who 
discussed fall shoe fashion trends, 
and George B. Hammond, execu- 
tive director of the Ohio State 
Council of Retail Merchants, who 
told of legislative activities in the 
Ohio General Assembly. 

Richard Kertscher of Ravenna, 
O., is president of the Ohio Shoe 
Retailers, and John Morgan of 
Parkersburg, W. Va., was program 
chairman. 








FINANCIAL 


Footwear chains’ profits 


fell in 1960 as sales rose 


Total net profits of 10 leading 
shoe chains in 1960, after taxes, 
were 4.9 per cent below the level of 
1959. The decrease occurred in 
spite of a 5.9 per cent rise in net 
sales. 

The New England Shoe and 
Leather Assn. published these fig- 
ures after analyzing the 1960 finan- 
cial reports of the 10 chains—the 


first 10 to announce their sales and 
profit figures. 

The average rate of return of net 
income to net sales for these com- 
panies was 2.9 per cent. This com- 
pares with 3.2 per cent in 1959. 

The average ratio of net profits 
to net worth was 12.1 per cent. 


Sales swell, profits dip 
as Crown chain expands 


Crown Self-Service Stores, Inc., 
five - state midwestern chain of 
stores and departments, reported 
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net sales of $4,292,682 for the 10 
months ended Dec. 31, compared 
with $2,741,314 in the previous 
12 months. 

(Fiscal 1960 was only 10 months 
long, since directors had _ voted 
to change the year-end date from 
Feb. 28 to Dec. 31.) 

During the 10 months, Crown 
increased its operations from 33 to 
56 units. Because of the need for 
growth, officials said in the annual 
report, “it was not conceivable to 
sustain a highly significant profit 
for the 10-month reporting period.” 
Net earnings amounted to $7,290 
(or 1%¢ per share) vs. $28,915 
(or 7¢ a share) in fiscal 1959. 

Board Chairman Benjamin F. 
Weinberg and President Robert L. 
Wolf told shareholders that future 
expansion in the five states of 
Wisconsin, Illinois, Indiana, Ohio 
and Michigan will continue “at 
a more gradual pace.” 


TRANSACTIONS 


Wexner Bros. of Memphis, 
Tenn., will lease the women’s shoe 
department at the new Gus Mayer 
Store in Baton Rouge, La., which 
will open Aug. 8. 


Krueger’s Shoe Store, Waupaca, 
Wis., has been sold by Louis C. 
Krueger to Doug Hadley and 
Ralph Schewe. Krueger has _ re- 
tired after 54 years in the shoe 
world, including the last 21 years 
as owner and operator of the 
Waupaca store. The new owners 
have renamed it the Step In Shoe 
Store. 

oo o 

The Family Shoe Store, Warren, 
Ark., has been bought by Carl 
Huneycutt of Dallas from John 
McAlister. 

a a e 

Schmidt’s Shoe Store, Monroe, 
Mich., has been sold by Leon O. 
Schmidt, son of the founder, after 
83 years of one-family operation. 
New owner is Donald J. Clark, a 
partner with Vernon Peterson in 
the adjoining Monroe Shoe Store. 
Clark said he would remodel the 
two stores into one. 

e * 

Lyons Shoes, Inc., 21642 Grand 
River, Detroit, has been sold to 
Daniel Feen of Detroit, according 
to Jay M. Lyons. 


Boot and Shoe Recorder 





a conaeeagpane Bee cas A Sma mis Say Ni ce: veer m AN 
$ ee Poe oan 


ee 





RETAIL EXPANSION 


2 Houston firms install 
self-service departments 


Schiff’s Shoe Store in Houston’s 
Gulfgate Shopping Center has in- 
stalled a 45-ft.-long, supermarket- 
type sales area with a capacity for 
1,400 pairs. The gold, blue and 
white self-service rack has been 
angled downward to permit quick, 
easy shopping. 

There are six Schiff’s stores in 
Houston, and Gulfgate is the first 
to add a self-service area. Bernard 
Schear, area retail supervisor for 
the chain, said, “It’s too soon to 
determine results, but this store 
will be the experimental station 
for supermarket-type merchandis- 
ing for our Houston stores.” 

Meanwhile, P. N. Hirsch & Co., 
which operates 10 department 
stores in the Texas city, has added 
self-service shoe departments in 
five of them. A week-long open 
house celebration marked the 
openings in the Heights, Bellaire, 
Fulton, Laura Koppe and Pasa- 


dena stores. 
® a a 


Three Denver marts due 


Three “super self-service depart- 
ment stores,” each with a combina- 
tion of salon and self-service shoe 
departments, will be built by Fan 
Fair Ltd., in three Denver subur- 
ban areas. Jacques H. Adler of 
Denver is president of the corpora- 
tion. 

Men’s, women’s and children’s 
shoes will be carried—women’s in 
price ranges up to $19.95, men’s up 
to higher levels. 

The first modernistic one-story 
structure, to be opened for busi- 
ness by Labor Day, will be in Au- 
rora’s new Eastland Shopping Cen- 
ter, to serve the East Denver and 
Aurora area. The second store, at 
S. Sheridan Blvd. and W. Evans 
Ave., will serve Southwest Denver, 
Englewood, Littleton and part of 
Lakewood. The third store, on a 
32-acre site on Pecos St. at the 
Boulder Turnpike of the Valley 
Highway, will serve Boulder, West- 
minster, Wheat Ridge, Arvada and 
Thornton, Colo. 

a a * 

I. Miller Salons, a Genesco divi- 

sion, will open its 20th salon at 
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“FREE BREATHING” PATENTED 
FLEXIBLE LEATHER CUSHION-ARCH 
INSOLE 


SHOCK-ABSORBER 
HEEL PAD 


CUSHIONED WITH 

FOAM RUBBER SPRING STEEL 
SHANK FOR 
SUPPORT 


Style 833 
Black 


Style 834 
Black Olive 


Style 817 
Black 


Style 818 
Black Olive 


automatic 
repeaters 


combining the matchless comfort 
of the Patented Cushion Arch* 
and modern styling to 
retail at $14.95 — $16.95 


Air-tred shoes put you solidly in the most profitable segment of the 
men’s shoe business — with an unbeatable sales advantage and the 
assurance that most “first” sales repeat. The cut-open shoe demonstra- 
tor supplied to you provides proof of Air-tred’s superiority in comfort 
construction, while the handsome styles speak for themselves. You'll 
get volume at a profit with these steady producers. 

*PAT. #2,585,391 


Write for catalog or for salesman to call. 
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alilf-tre 
CUS HjAONEO:. S.HQGES 
also manufacturers of Yorktown Shoes for Men and Boys 
GARDINER SHOE GO., ING., GARDINER, MAINE 


New York Sales Office: Marbridge Bidg., 47 W. 34th St. 
Far Western Distributors: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 





Fifth Ave. and 57th St., New York, 
early in the fall. Lester Porter, 
president of the chain, said the 
store will be designed by Victor 
Lundy, an internationally known 
architect. His assignment: “to 
achieve the truly exciting salon of 
our time.” 


Florsheim Shoes has signed a 
lease for its second store in Hous- 
ton, in the $12 million Sharpstown 
Center, now being built. The store, 
Florsheim’s fifth suburban unit 
in the U. §., will occupy 1,575 sq. 


ft. of the 760,000-sq.-ft. center. 
Opening is set for early in the 
fall. Manager will be E. N. Mc- 
Knight, now assistant manager 
of the downtown Houston Flor- 
sheim store. 


Cartwright Shoes, a small chain 
with headquarters in Albion, 
Mich., has opened its fifth store, a 
family unit in the new Brookfield 
Plaza, at Lansing, Mich. Bud Ray 
manages the 2,000-sq.-ft. store, 
which features a children’s merry- 
go-round. 
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Allied Shoe Products Show 
for Advance Spring and Summer Season 1962 


NEW YORK TRADE SHOW BUILDING 
35th St. and 8th Avenue, New York City 


Heart of the Market Activity during the Shoe Resources Market 


* Allied Products and Services * Fabrics * Leathers * Lasts 
* Heels * Innersoles * Machinery and Processes * Ornaments 

You'll find them all here under one roof . . 
heart of the market activity . .. More than 200 lines on display! 


Take full advantage of the earlier advance season styling and 
production planning by visiting the industry's foremost marke? 
place for both buyer and seller. Plan now for a working week- 
end in Manhattan at the Show! 


JUNE 17th through JUNE 20th 


; . Saturday, Sunday, Monday, Tuesday— 
Exhibit Hours: June 17th through June 20th 


9 A.M. TO 6 P.M. 
ENTIRE BUILDING IS AIR-CONDITIONED 
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New front gives traffic 


room to look at windows 


Burdeen’s Shoe Store, 3434 S. 
Halsted St., Chicago, had this 
problem: passing traffic was too 
heavy for the narrow sidewalk in 
front of the store. So owner Harry 
Burdeen remodeled his store front 
along with the interior. A new and 
wider lobby was cut into the front, 
giving 24 more feet of display win- 
dow space. 

Traffic now has the opportunity 
of viewing displays leisurely in the 
spacious lobby without interfer- 
ence from passing shoppers. The 
lobby floor is terrazzo and the win- 
dows are trimmed with aluminum 
sash and mosaic tile. 

In designing the store’s interior, 
Mr. Burdeen concentrated on good 
illumination and simple, warm sur- 
roundings for his 40 x 75 ft. selling 
area. By installing three double- 
tube lines of fluorescent lights over 
the ceiling, he increased illumina- 
tion by 100 per cent. To harmonize 
with the blue walls, the store has 
54 yellow and blue plastic-covered 
armchairs facing: two wide aisles. 

Cost of the entire remodeling 
job: $32,000. 

. a - 

The Shoe Box, a group of three 
Houston stores, will open a fourth 
unit—the firm’s largest—in the 
Oak Village Center, Aug. 15. The 
company features shoes for chil- 
dren and teenagers, including both 
regular designs and special arch 
constructions. Owner Bill Douglas 
said the new store will occupy a 
1,600-sq.-ft. area. 


Michael’s Footwear, a popular 
price, family-type store in Kau- 
kauna, Wis., is operated by M. J. 
Gerharz, who was formerly in the 
tavern business. He has modern- 
ized the store building and added 
a new front. 

e . i 

Cannon Shoe Co., Baltimore- 
headquartered chain, has opened 
its first St. Louis area unit in 
Grandview Plaza Shopping Cen- 
ter, at suburban Florissant, Mo. 
James Adams was_ transferred 
from a Baton Rouge, La., unit to 
manage the new store, which em- 
phasizes open display and self- 
selection. Other Cannon _ stores 
are planned for the St. Louis area. 
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Marketing and Distribution Management — 


MANUFACTURING NEWS 





seminars may attract 300 executives 


The National Shoe Manufac- 
turers Assn.’s Marketing and Dis- 
tribution Management Meeting, 
successor to the annual Merchan- 
dising Clinic, is expected to draw 
some 250 to 300 leading shoe ex- 
ecutives. 

The meeting is set for Friday 
and Saturday, June 16-17, at the 
Statler Hilton Hotel, New York. 
Its opening immediately precedes 
that of the Shoe Resources Mar- 
ket—comprising the Allied Shoe 
Products, Fabric and Leather 
Shows—which gets underway 
June 17. 


Three seminars—The sessions 
are open to sales and marketing 
executives and top management of 
shoe manufacturer members of 
NSMA. Representatives of adver- 
tising and marketing agencies 
serving these manufacturers have 
also received invitations. 


The program includes three sep- 
arate seminars devoted to key mar- 
keting and distribution problems 
facing shoe producers and retail- 
ers: 

© “How to Merchandise Fash- 
ion for Profit”’—Miss Kay Sleater, 
director of fashion and design for 
Mutual Shoe Sales Co., Manches- 
ter, N. H., will be chairman of this 
seminar. A panel of leading fash- 
ion merchandising executives from 
shoe manufacturing and retailing 
will take part. 

© “How to Communicate with 
Maximum Effect in the Shoe In- 
dustry” (see next column). 

e “A Look Ahead at Shoe Dis- 
tribution” — Francis C. Rooney, 
Jr., president of the Thom McAn 
chain, will be chairman. Panel 
members will include John Zirkel, 
merchandise manager of Asso- 
ciated Merchandising Corp.; Paul 
C. Hanne, shoe merchandising 
manager, J. C. Penney Co., Inc., 
New York; Matt Wigginton, ex- 
ecutive vice-president and direc- 
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tor of distribution, Genesco, Inc., 
Nashville, Tenn.; Ted Poland, 
president of Sudbury Footwear, 
Inc., Boston; Robert E. Wall, pres- 
ident of Wall-Streeter Shoe Co., 
North Adams, Mass.; and Gilbert 
Hahn, president of William Hahn 
& Co., Washington, D. C., retailer. 

Iver Olson, director of market- 
ing of NSMA, will also serve on 
the panel. 


Summary § session — “Putting 
These Ideas to Work for You,” a 
summation session, will be held 
Saturday afternoon, June 17. 

John B. Reinhart, Jr., president 
of Trimfoot Co., Farmington, Mo., 
is general chairman of the meet- 
ing. Olson is program manager. 


ISCO’s Johnson to direct session 
on marketing communications 


A three-hour session on market- 
ing communications will be a fea- 
ture of the NSMA Marketing and 
Distribution Management Meeting, 
in New York. 

In charge will 
be A. L. Johnson, 
advertising direc- 
tor of Interna- 
tional Shoe Co. 
The seminar, set 
for Saturday af- 
ternoon, June 17, 
will cover the 
major phases of 
modern commu- 
nications as ap- 
plied to shoe selling and mer- 
chandising at all levels from pro- 
ducer to consumer. 

The agenda includes a 30-min- 
ute presentation of communica- 
tions fundamentals by Johnson; 
a one-hour panel discussion by 
representatives of leading agencies 
in advertising, public relations, 
sales training, packaging and dis- 
play; and a one-hour presentation, 
through visual exhibits, of suc- 


A. L. JOHNSON 


cessful communications forms, aids 
and devices. A half-hour question 
and answer period will follow. 


FOREIGN TRADE 


Greater potential seen 
for exports to Germany 


Exports of American shoes to 
West Germany can be increased, 
the U. S. Commerce Department 
says in a new market report pre- 
pared by J. G. Schnitzer, director 
of the department’s Leather, Shoes 
and Allied Products division. 

However, opportunities are lim- 
ited, chiefly because of our higher 
prices. At present German and 
Italian shoes dominate the market. 

Schnitzer believes that a study 
by U. S. shoe manufacturers of 
German preferences and_ styles 
could open the way toward a mod- 
erate increase in the very small ex- 
port volume (8,000 pairs last year) 
now coming from the U. S. 

West Germany produced 110 mil- 
lion pairs of shoes in 1960. 


PRODUCTION 
New high-style producer 


Simon and Sons, a new shoe 
manufacturing firm turning out 
women’s high-style shoes, began 
operations several weeks ago in 
Lowell, Mass. 

Simon Shain is the owner and 
his son, Edward, is vice-president. 
When it reaches full production, 
the firm expects to produce 3,000 
pairs a day and employ 200 people. 
The plant is equipped with all- 
new machines and plans year- 
round production. 


Hubbard adds branch 


A new shoe stitching plant has 
begun operating in Pittsfield, N. H., 
as a branch of the Hubbard Shoe 
Co. of Rochester, N. H. 

Some 30 stitchers will be em- 
ployed when the plant is in full 
operation, according to William 
Clark, general manager of the Hub- 
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bard factory. Clark said the firm 
hopes to employ some women 
stitchers who formerly worked in 
the Adams Bros. factory at Pitts- 
field, which closed recently. 
Richard Bilodeau, formerly of 
Adams Bros., is plant manager. 


ISCO to close factory 


International Shoe Co. plans to 
close its wood heel covering plant 
in Anna, IIl., sometime in July. The 
unit employs 57 workers, many of 


whom will be absorbed in other 
ISCO plants. The firm is attempt- 
ing to assist the rest in finding em- 
ployment in other shoe factories in 
the Anna area. 

The wood heel covering produc- 
tion from Anna will be handled in 
ISCO’s St. Clair, Mo., stock fitting 
plant, where heel covering is al- 
ready done. A company spokesman 
said that the space available in St. 
Clair would enable that plant to 
handle the work more efficiently 
than was the case in Anna. 








MAKING 
THE BIG 


IMPRESSION 











and Cupids are making a 

big impression...on 
5,000,000 teenagers...on 

3 out of 4 teenagers in your 
area in the pages of 
Seventeen magazine. 


This Fall! This brand new brand that has already 
impressed retailers from coast-to-coast with its high-price 
Styling in the most popular-price range is now being powerfully 
presented directly to 75% of the teenagers 

who stop to shop in your store. 


Cupids are in-stock. They're styled and priced to sell in-volume. There's a broad 
range of styles and sizes. Our national advertising is backed by 
> some of the most impressive in-store promotion materials you ever saw. 


‘ 


upids, $5.00 — $8.00 
manufactured by 


Are you impressed? You will be when 
you see our catalog and our representative. 


Write us today. 


Phyllis Shoe Company, 95 Bridge St., Lowell, Mass. 





lst quarter: 158 million 


The Census Bureau’s official es- 
timate of first-quarter production 
is 158.6 million pairs, a 3 per cent 
decrease from the 163.5 million 
pairs of the same period in 1960. 

March output was set at 57.6 mil- 
lion pairs, a 1 per cent decline 
from the 57.9 million pairs of the 
same month last year. 

The National Shoe Manufactur- 
ers Assn. has estimated April pro- 
duction at 52 million pairs, an in- 
crease of 6.7 per cent. If this fig- 
ure proves accurate, production in 
the first four months would be less 
than 1 per cent below 1960 levels. 


MANAGEMENT 


Former RCA executive 
named EJ senior VP 


P. J. Casella, a former executive 
vice-president of Radio Corp. of 
America, has been named senior 
vice-president for sales and mar- 
keting at Endicott Johnson Corp., 
Endicott, N. Y. He succeeds Ray- 
mond A. Mills, who becomes execu- 
tive vice-president, a newly created 
post. 

The appointment is the latest in 
a series resulting from the revamp- 
ing of the company, which began in 
1959 as a five-year effort. Although 
EJ once had a policy of promoting 
from within, Casella is one of many 
new executives who have been hired 
from outside in the last two years. 

Endicott Johnson also announced 
that three divisional vice-presidents 
have been named to corporate vice- 
presidencies. They are William D. 
Benjes, VP, sales; Edward A. 
Castro, retailing, and Edgar B. 
Mooney, Jr., marketing. 


LABOR 


BSWU parley to discuss 


import curbs, merger 


When the 23rd quadrennial con- 
vention of the 50,000-member Boot 
and Shoe Workers’ Union, AFL- 
CIO, assembles in Cincinnati June 
19, some of the country’s leading 
advocates of a regulatory tariff will 
be on hand. 

Senator Edmund SS. Muskie 
(Dem., Me.), author of the Orderly 
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Marketing Act calling for volun- 
tary quotas, has tentatively ac- 
cepted an invitation to speak. Con- 
gressman John H. Dent (Dem., 
Pa.), chairman of a House subcom- 
mittee called the Committee for the 
Impact of Imports and Exports on 
American Employment, is also ex- 
pected to talk. Union officials say 
a resolution supporting the Muskie 
bill will probably gain approval. 

George Fecteau, president of the 
United Shoe Workers of America, 
the industry’s other major union, 
will be a featured speaker. He is 
expected to discuss the possibility 
of a BSWU-USWA merger. BSWU 
President Jack Mara proposed such 
a link when he addressed the 
USWA convention in Boston last 
month. 


NEW LINES 


Juvenile adds lightweight 


golf shoe for women 


A new lightweight, flexible, ta- 
pered-toe women’s golf shoe—to- 
gether with its own Lazy-Bones 


display unit—has been introduced 
by Juvenile Shoe Corp. of America, 
Aurora, Mo. 

A wide variety of color combina- 
tions is offered, including black and 
white, Italian brown and white, and 
seanna (avacado) green and bone. 
The shoe is also available in white 
suede and in beige brushed pig. 
Tongues are slit, pinked, and perf- 
ed; they come both attached and 
removable. Two soles are included 
in the line, spikes to retail at 
$12.95, lugs to retail at $10.95. 
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Special rack for new golf line is topped by 
red flag and crossed clubs. 


Tie-in to War Centennial 


Frye Centennial Boot, described as a repro- 
duction of a style popular during the Civil 
War, is marketed by John A. Frye Shoe 
Co., Inc., Marlboro, Mass. Children's boots 
in the new line will be sold with a premium 
packet containing facsimile of Civil War 
currency, pressure-sensitive tape with initials 
"U.S.A." or "C.S.A." to be affixed to the 
boots, and Cavalry "membership card" and 
emblem. 





Vinyl-lined molded boot 


A lightweight, lined plastic boot 
for women, called the Slic Chic, 
was introduced at the PPSSA 
by the National Transparent Plas- 





MEN'S: 

Natural Tan, 
Brown, Black glove 
leather; White or 
Bone Steerbuck. 

5 to 15, A-EE. 


EX T RA toe room of special last 
aR TRA support of built-up arch 
EX 7 Re soft glove leather 
EX Ti Ra range of sizes 


and widths 





WOMEN’S: 
Natural Tan, 
Black, Red,White 
Sizes 3 to 12, 
AAA to E. 


Consumers like it... consumers want it... they are asking for Dr. Scholl’s Suburban Lounger, 
that year ’round casual wear with built-in COMFORT! Don’t miss the boat, order NOW. 
Wholesale $6.40, Retail $10.95. In stock for immediate delivery. Catalog on request. 


THESCHOLL MFG. CO., ITA, 213 w. Schiller St, Chicago - 62 W. 14th St, New York + 3223 E.46th, Los Angeles 
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tics division, Servus Rubber Co., 
Springfield, Mass. The high-styled 
boot is molded in one piece of dur- 
able virgin vinyl in black, white 
and bone. The boots are lined with 
a vinyl film which is said to keep 
out cold and stay soft and pliable 
at low temperatures. Heel heights 
are flat and Maxine. 


MISCELLANY 


U. S. briefs executives 
on plans for emergency 


Nine executives from the shoe 
and leather industries accepted in- 
vitations from the Department of 
Commerce to join in private brief- 
ings in Washington on national de- 
fense, May 23 and 24. They were 
brought up to date on the govern- 
ment’s plans for controlling busi- 
ness and industry in time of war 
or all-out emergency. 

They were Fred E. Gaissert, 
of Palizzio, Inc.; William K. Kopp, 
A. C. Lawrence Leather Co.; Lee 
C. McKinley, International Shoe 
Co.; James O. Moore, Godman 
Shoe Co.; Richard A. Olson, In- 


ternational Products Co.; Ben 
Roberts, Barkey Importing Co.; 
William Sheskey, Commonwealth 
Shoe & Leather Co.; Philip Sobel, 
Form-Fitting Slipper Co., and An- 
thony Pilar, Jr., Pilar River Platte 
Corp. 

Government mobilization plan- 
ning for the shoe and leather in- 
dustries is headed by J. G. 
Schnitzer, director of the Leather, 
Shoes and Allied Products division 
in the Department of Commerce. 


B. Friedman liquidates 


B. Friedman Shoe Co., 109 Reade 
St., New York, one of the oldest 
wholesale shoe businesses in the 
country, is liquidating as of June 
1. The company has been in op- 
eration 80 years, and Leonard 
Friedman, who announced the 
move, has been associated with 
the firm for 50 years. 


New site for Glasser 


Glasser Shoe Co., a New York 
wholesaler, is moving from 134 W. 
Broadway into a newly acquired 
five-story building at 147 Duane St. 


The company will distribute the 
Drizzle Boots line of plastic foot- 
wear in addition to its regular 
lines. 


St. Louis jobber moves 


M. Goldman Shoe Co., a long- 
established jobber of men’s, wo- 
men’s and children’s shoes, marked 
45 years in business by moving 
its office headquarters and sample 
rooms from 1523 Washington Ave., 
St. Louis, next door to 1521 Wash- 
ington Ave. The new quarters, 
double the old space, were formerly 
occupied by Delmar Shoe Co., an 
ISCO subsidiary. 


British weeklies merge 


The Shoe and Leather Record, 
a British trade publication, is be- 
ing merged with Great Britain’s 
only other shoe trade weekly, Shoe 
& Leather News. The resulting 
publication, to be called The Shoe 
& Leather News incorporating The 
Shoe and Leather Record, will make 
its debut July 6. It will be pub- 
lished from the News offices at 
Spencer House, South Place, Lon- 
don E.C. 2. 





furniture. 


A BETTER FIT FOR 
MORE CUSTOMERS 


WITH y, THE INVENTORY 


THAT MEANS A BETTER PROFIT FOR 
YoU... 


Tingley Rubber Footwear is stocked 
for you by a nearby distributor. 


TINGLEY 


RUBBER CORPORATION 
MEE EE 
RAHWAY, NEW JERSEY « Established 1896 








WELLCO SHOE CORP. Waynesville, North Carolina 
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LIA to present Designer Awards June 19 


The first “American Shoe De- 
signer Awards” of Leather Indus- 
tries of America will be presented 
at a reception and fashion show 
June 19 during the Leather Show 
in New York. The annual awards 
will be given for achievement “in 
creating and popularizing designs 
which have made high fashion, 
good fashion and quality available 
to the mass market.” 

Six awards will go to designers 
of women’s shoes: 

Margaret Clark of Margaret Jer- 
rold—A specialist in high-fashion 
daytime shoes, she is known for 
using novel leathers and creating 
unusual heel and toe shapes, LIA 
points out. 

Beth Levine of Herbert Levine 
—Known as a designer of evening 
shoes, Mrs. Levine “put a match 
under color’ with a variety of 
smooth, suede and grain leathers 
in multicolor arrangements such 
as “mosaic” and “patchwork” 
shoes. 

James %)’Fallon, chief designer 
of the Accent line, International 
Shoe Co., and now the firm’s style 
coordinator—Creator of one of the 
largest and most widely accepted 
collections of smart city shoes. 

Wesley Meyer, designer of 
Brown Shoe Co.’s Air Step line— 
A specialist in interpreting high 
fashion for a mass market, which 
includes a heavy concentration 
among young married people and 
suburbanites. 

William Giddon of Sandler of 


Boston—Originator of an array of 
shoes that have lured teenage girls 
away from sneakers and dirty 
bucks to fashion shoes in glove 
soft and brushed leathers. 

Al Beigel of Red Cross division, 
U. S. Shoe Corp.—Credited with 
transforming the “old lady’s run- 
ning shoe” into a modern, fashion- 
able product, he has combined sim- 
ple styling with ultra - pliable 
leathers and varied hues to create 
a sophisticated yet comfortable 
shoe. 

Men’s footwear designers will 
receive two awards: 

O. M. Pick of Florsheim Shoe 
Co.—Responsible for many style 
innovations in the last 25 years, 
he developed the low-cut men’s 
shoe, forerunner of the current 
light, lithe look in men’s shoes. 

Lawrence McGourty of Thom 
McAn Division, Melville Shoe 
Corp.—He is credited with taking 


the Continental styling in men’s 


shoes and translating it into 
American terms for the volume 
market. 

The other two awards will go to 
children’s shoe designers, one of 
them to a team rather than an in- 
dividual: 

Alex Smith of Weber Shoe Co.— 
Generally credited with introduc- 
ing high-fashion concepts into 
girls’ shoes, he pioneered in adapt- 
ing the tapered toe for children. 

The Stride Rite Design Group of 
Green Shoe Manufacturing Co.— 
Concentrating on clean, simple 


lines and sturdy leather construc- 
tion, they are credited with pro- 
ducing a shoe that has won wide 
public acceptance. 

All the awards will be leather- 
bound, hand-illuminated plaques. 
Fashion editors, shoe manufactur- 
ers, designers and stylists, and 
other shoe and leather industry 
leaders will witness the presenta- 
tions. For the occasion, each de- 
signer is creating five spring 1962 
styles. 


MARKETING 


Allied Show exhibitors 


react to import increase 


Exhibitors of the Allied Shoe 
Products Show are concerned about 
the problem of increasing shoe im- 
ports. According to show leaders, 
a spot survey of exhibitors found 
that most regard mounting im- 
ports as the industry’s No. 1 prob- 
lem going into 1962. 

Because of imports, say the 
allied companies, their sales of 
outsoling materials will be cut 
this year by 50 million ft. They 
will sell 20 million fewer pairs of 
box toes, 30 million fewer pairs of 
counters, over 100 million fewer 
feet of shoe upper materials. 
Other losses: 50 million ft. of lin- 
ings and 350 million ft. of thread. 

Allied Show officials say foot- 
wear imports in 1961 may total a 
record 150 million pairs, or more 
than 20 per cent of total U. S. 
output. 

How can domestic industry com- 
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FAST SALES 


) = -@ oe G— 


June |, 1961 


WOMEN’S & 
CHILDREN’S 
SHOES 
IN NEWEST 
STYLES 


79-81 READE ST., NEW YORK 7, N.Y. 
SHOE co. Phone: WOrth2-5180 





pat the problem? The majority of 
allied firms surveyed emphasized 
rapid improvement of American 
products in styling, functional and 
performance features with paral- 
lel reduction in costs through effi- 
ciencies. 

Most exhibitors said they have 
stepped up their research and 
product development programs in 
an effort to deliver products that 
will make American-made foot- 
wear more attractive and competi- 
tive against imports. 

Over 70 per cent said they will 
offer new products at the coming 
Allied Show, June 17-20 at the 
New York Trade Show Bldg. 


12 fabric firms to exhibit 


Members of the National Shoe 
Fabric Association will show new 
fashions in fabrics for spring and 
summer 1962 at the Hotel New 
Yorker, New York, June 17-20. 
Twelve companies will take part. 


Compo sells German line 


Compo Shoe Machinery Corp., 
Waltham, Mass., has signed an 


agreement with Tivoli Werke Ak- 
tiengesellschaft of Hamburg, Ger- 
many, to produce and market Ti- 
voli’s full line of industrial adhe- 
sives throughout the Americas. 
Tivoli is one of the largest produc- 
ers of special-purpose industrial 
adhesives in Germany, and has 
chemical manufacturing plants in 
Germany, France, Sweden, and 
Austria. The products are mar- 
keted throughout Europe. 

The agreement is_ reciprocal. 
Tivoli will make and sell Compo’s 
adhesives, sealants and coatings 
in Western Europe. 


Shoe tree distributor 


Willco Industries Ltd., Montreal, 
has been appointed Canadian man- 
ufacturing distributor for men’s 
Pak-Lite shoe trees. This was an- 
nounced by William J. LeCouffe, 
president of Willco, and Richard 
H. Godfrey, general manager of 
the O. A. Miller division of United 
Shoe Machinery Corp., Boston, 
American manufacturer of the 
line. Willco has warehouses in 
Montreal, Toronto, Vancouver and 
Moncton, N. B. 


MANAGEMENT 


Kivie Kaplan elected 


president of Colonial 


Kivie Kaplan has been elected 
president of Colonial Tanning Co., 
Boston. He will re- 
tain his posts of 
treasurer and gen- 
eral manager. As 
president he suc- 
ceeds his late 
brother, Joseph. 

George Alberts, 
a member of a Bos- 
ton law firm, has 
been elected a di- 
rector of the com- 
pany, filling a va- 
by the death of 


KIVIE KAPLAN 


cancy created 
Joseph Kaplan. 


U B S president named 


Lincoln L. Redshaw has been ap- 
pointed president of U B S Chemi- 
cal Co., Cambridge, Mass., a shoe 
and leather industry supplier, after 
24 years with the firm. UB S is a 
division of the A. E. Staley Manu- 
facturing Co., Decatur, IIl. 





Don’t get caught 


in the 


Style-conscious customers are trapped in needle toes. 





Dealers get trapped by complaining customers who suf- 
fer with every step in shoes that lack comfort design. 
Sell the needle toes but keep your prestige high by sug- 
gesting pamper-soft Musebeck Kush-N-Arch pumps. 
Here’s a comfort shoe that day after day after day tells 
your customers you’re an expert in both fit and fashion. 


You'll make a friend .. . 
keep a friend . . . for years. 


TMusebeck 


KUSH-N-ARCH 


casuals 


This is a brand NEW line. 
Dealerships open. Write 


MUSEBECK SHOE CO., Forest at Westover, Oconomowoc, Wis. 





" $8.95 to $14.95 
Retail 





professional model 


SQUARE 
DANCE 
SHOES 


@ Soft glove leather 
@ Colorful print lining 


@ 45” lace elasticized binding 
for snug fit 


@ Flexible chrome sole 
@ Built-in wedge 
@ Outside oak leather lift 
@ Black, white, red 

(Pink and blue to order) 
@ Sizes 4-10 Medium; 

5-10 Narrow 


$935 PAIR 


Net F.0.B., Boston 


BERNED SHOE CO. + 207 ESSEX ST., BOSTON 10, MASS. 
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FINANCIAL 


The first transaction 


With an assist from American Stock Ex- 
change President Edward T. McCormick 
(left), Paul Terretta, president of O'Sulli- 
van Rubber Corp., Winchester, Va., studies 
ticker tape reporting the initial transaction 
in O'Sullivan common stock on the Ex- 
change. The company, a maker of conven- 
tional heels and soles as well as injection- 
molded thermoplastic heels and soles, has 
397,761 shares outstanding. 


Allied Kid Co. loss is 


first in quarter-century 


Officials of Allied Kid Co. say 
the firm’s January-March loss was 
the first sustained by Allied in 
nearly 25 years. The company re- 
ported a consolidated loss, after 
taxes, of 18¢ a share in the three 
months ended March 31. For the 
nine months ended March 31, the 
firm showed a profit of 14¢ per 
share. 





The company said it lost money 
in January and February because 
of the poor overall business situa- 
tion. March business barely broke 
even. As a result, Allied directors 


reduced the quarterly dividend 
from 25¢ to 12%¢ per share, paid 
May 25 to stockholders of record 
May 15. 


MISCELLANY 
Oldest Markem machine 


Markem Machine Co., Keene, 
N. H., has successfully ended a 
three-month nationwide search for 
the oldest working Markem mark- 
ing machine. A Markem Model 2 
heel pod embosser built in 1911 
and still in daily use was found 
in the shoe plant of A. Werman & 
Sons, Inc., Norwich, Conn. 

The machine was built in the 
first year of Markem’s operation, 





1,000,000th pair of lasts 


William T. Nowack (left), general manager 
of United Last division, United Shoe Ma- 
chinery Corp., Lawrence, Mass., presents 
gold-plated reproduction of 1,000,000th 
pair of USMC's Slide-O-Matic lasts to 
Henry H. Rand, president of International 
Shoe Co., in recognition of ISCO's long 
acceptance of this last. Nowack said the 
Slide-O-Matic, with a special hinge that 
permits removal of last without stretching 
shoe, is symbolic of footwear progress. 


United Wood Heel moves 


United Wood Heel Co., Inc., St. 
Louis manufacturer and coverter 
of all types of heels for men’s and 
women’s shoes, will move its fac- 
tory to Vandalia, IIl., in mid-June. 

United’s St. Louis factory will 
be razed when a new interstate 
highway cuts through the property 
at 621 Russell Ave. The firm will 
maintain a St. Louis sales office, 
with President Victor B. Crandall 
and other executives continuing to 
reside in the St. Louis area. 





Pitch 


molded in! 


og 


BEEBE 
PITCHED HEEL 


for trimmer, smarter-looking, 
slim-line shoes. 


Saves time and labor, too! 


Write for details: 


BEEBE RUBBER CO. 


NASHUA, NEW HAMPSHIRE 














ANSONIA®’’ 


specifies 


chairmasters 
for seating customers 
seeking shoe comfort 


Ansonia Shoe Stores and many of the other most 
successful shoe retailers have found that a cus- 
tomer becomes a contented shoe purchaser when 


seated comfortably. 


Chairmasters has grown with the shoe retailers’ 
appreciation of customer comfort through fine 
seating equipment. Chairmasters is the largest 
manufacturer of chairs designed for successful 


shoe stores. 


Write tor free copy of ‘‘Seating Comfort for Shoe Customers’’ 





Model 3285 illustrated, specially designed for 
the smartly decorated shoe salon. Fully up- 
holstered with spring seat. Legs are hard- 


wood with brass ferrules. Available in a wide 


selection of upholstery materials and leg 


wood finishes. 
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200 EAST 146th STREET, NEW YORK 51,N.Y. CYPRESS 2-0600 





SHOE PEOPLE 





Claiming "Brand Name Shoe Retailer-of-the-Year" awards at New York banquet sponsored 
by Brand Names Foundation, Inc., are (from left) Steve J. Yeager, president of Steve's 
Shoes, Inc., Kansas City, Mo.; J. Tom Flippen, Flippen's Junior Boot Shop, Sandusky, O., and 
Harry Fine, Circus Bootery, Costa Mesa, Calif. Steve's Shoes won top shoe award, the 
others got certificates of distinction. Other certificate winners, not represented at cere- 
monies: Marco Shoe Stores, South Miami, Fla., and Hornung & Hahn, Inc., Terre Haute, 


Ind. All were cited for brand promotional activities during 1960. 


ELECTED MAYOR: John Jus- 
tin, Jr., president of Justin Boot 
Co., is the new mayor of Fort 
Worth, Tex., chosen by the city 
council. Elected a councilman two 
years ago, he was chosen then to 
be mayor pro tem. 


GOLDEN WEDDING: Mr. and 
Mrs. Bert A. Roller, who have 
owned and operated Roller’s Shoe 
Store, Ashtabula, O., since 1908, 
recently celebrated their 50th 
wedding anniversary. 


CONTEST WINNERS: First 
prize—a Convair club coupe—in 
Freeman Shoe Corp.’s “Key Mod- 
erns” contest has been awarded to 
Ervin E. Smith, owner of Smitties, 
Muncie, Ind. Other winners were: 
Naomi K. Kohlman, owner of Rit- 
ter’s, Dundee, Mich., a radio-TV- 
phonograph combination; and 
William G. Blum, owner of Blum’s 
Shoe Store, Dansville, N. Y., a set 
of tires. Hundreds of Freeman 
dealers entered the contest by de- 
scribing how they felt their cus- 
tomers would buy Key Modern- 
styled shoes by Freeman. 











The Cool “Cushiony”™ COMFORT 
of Scott's SPUN FOAM 
INSOLES 


MEANS BIGGER 
SUMMER PROFITS 
FOR YOU! 


Here's the easiest-to-sell item in 
your store ... because your cus- 
tomers like the feeling of sure- 
ness and cushiony comfort they 
get from SCOTT'S SPUN FOAM 
INSOLES! 

You'll like the fine margin of 
profit in this item, too! An at- 
tractive counter display is avail- 
able with orders of three dozen 
or more. Available in men's and 
ladies’ sizes. Order by stock num- 
ber 702. 


$4.60 Doz. Prs. $52.45 Gross Prs. 


Also available in a CHLOROPHYLL 
impregnated insole. Stock No. 701. 


$5.30 Doz. Prs. $60.40 Gross Prs. 


SCOTT 


FOOT APPLIANCE CO. 
1701 WEBSTER ST.-OMAHA, NEBR 


WRITE FOR OUR 
COMPLETE CATALOG 














QWwunt BELig 


G Designe d for the fashion minded 


6400 LINE 16300 LINE 
Suggested Retail $4.95 NEW! Suggested Retail $5.95 


Available In A Variety of Colors 


* TOP GRADE GLUY-ELK ¢ FRENCH CORD BINDING 
© LITTLEWAY STITCHED ¢ CEMENTED HEELS 
¢ MEDIUM WIDE SIZES 41010 © STEEL SHANK 


Send For Our New Catalog 


YOU CAN DEPEND ON Gm ATHLETIC FOOTWEAR 


GOTHAM SHOE MFG. Co., Inc. Binghamton, N. Y. 
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FETED BY SWSTA: Joe B. 
Dutcher, Dutcher’s Shoe Store, 
Altus, Okla., was awarded the big 
retailer prize given by Southwest- 
ern Shoe Travelers Assn., Inc., at 
the Dallas Fall Shoe Fair. The as- 
sociation pays the air transporta- 
tion for Mr. and Mrs. Dutcher 
from Altus to Las Vegas, Nev., 
where they will have three days 
at Hotel Flamingo free of charge. 
In addition the Dutchers get $100 
expense money for the trip. 


GUESTS OF HONOR: Nathan 
J. Levy, a director of The Irving 
Drew Corp., Lancaster, O., and 
Mrs. Levy were the guests of 
honor when the Nassau Guild for 
Emotionally Disturbed Children 
held its annual dinner dance at 
Atlantic Beach, L. I. The couple, 
who are directors of the Guild, 
returned recently from a_ visit 


to Israel. 
* uo e 


EXTRA-CURRICULAR: Phil 
Bayes, operator of Solby Bayes 
Shoes in downtown Boston, was 
elected to the Better Business Bu- 
reau of Boston .. . William Hart 


of Schiff’s Shoe Store is chairman 
of the marketing division of the 
Kokomo (Ind.) Chamber of Com- 
merce ... Milton Frank, president 
of Wohl Shoe Co., St. Louis, has 


been elected a director of the | 


National Jewish Welfare Board, 
an association of 300 community 
centers and YMHAs .. . George 
L. Herpel, director of management 
development at International Shoe 
Co., has been named a director 
of the American Marketing Assn. 


IN BUSINESS: Dave Wolfert, 
buyer-manager for Kara-Vel chil- 
dren’s shoe store in Houston, has 
entered the men’s clothing busi- 
ness as owner of Eddie’s Men’s 
Store in Houston. Replacing him 
as manager of Kara-Vel’s is Mrs. 
Betty Solenberg. 


ATTEND ‘‘CENTERS’”’ CON- 
VENTION: Registering at the 
recent 1961 convention of the 
International Council of Shopping 
Centers in Hollywood, Fla., were 
Nat Antler of Miles Shoes, New 
York, and Keith Kepley of Edison 
Brothers Stores, Inc., St. Louis. 








FIRST FOR QUALITY— 
fit— style leadership 


sizes for boys of all ages 


Look to Brooks for “young” ideas in shoes for 

active boys — with sturdy construction that 

means steady repeat business. Brooks shoes 
represent OUTSTANDING VALUES 
with EXTRA MARK-UP for EXTRA 
PROFIT! Many styles have size runs 
1-3 ; 34-7; 74-9, with widths A through 
E, to retail at $6.95 to $8.95. 


The 
HIKER 


#4377 — AP- 
PROVED AND RE- 
QUIRED BY SUMMER s 


CAMPERS! Natural glove leather, cord seam moc, moulded white 


See the amazing new FLEX-LITE shoes 
LIGHTWEIGHT — FLEXIBLE — STURDY 


“a 


foam design edge sole, Walker last. IN-STOCK, B & D, 3-9, to retail 
profitably at $8.95. Also for campers, #7397, waxed black retan, 
two tone service high shoe. IN-STOCK, B 3-9; D, 1-9, to retail 
profitably at $7.95 to $8.95. Write us for other camper’s styles! 


om oe 
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GODING 
BOOTS 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
..-a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 


That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 





PERSONNEL 





Wholesalers... 


BARLETTA SHOE CO., Chicago— 
Appointed Paul Ballenger director of 
sales, Southwest territory. He was 
formerly with E. E. Taylor Corp. 


SOLNIT SHOE CO., Los Angeles 
—Appointed David Maurice sales 
manager of the company and its 
northern subsidiary division, Buck- 
ingham-Hecht. He was formerly gen- 
eral manager of Rifkin Shoe Co., 
another Los Angeles wholesaler. 


Manufacturers . 


BLUE STAR SHOES, INC., Law- 
rence, Mass.—Appointed Howard H. 
Vogel sales representative in the 
southern counties of California and 
in Arizona, Nevada and New Mexico. 
He was formerly with Heel Huggers 
division of Dunn & McCarthy, Inc. 


CRADDOCK-TERRY SHOE 
CORP., Lynchburg, Va. — Appointed 
N. E. (Led) Ledbetter sales repre- 
sentative in Colorado, New Mexico, 
Arizona, Wyoming and Montana. 


CHARLES A. EATON SHOE CO., 
Richmond, Me.—Elected Normand R. 
Demers vice-president in charge of 
manufacturing. He was formerly 
plant manager. 


GENESCO, INC., Nashville, Tenn. 
—Appointed Charles Atlas sales rep- 
resentative for the Number 26 chil- 
dren’s line of Precision Shoe Co., a 
division, with his headquarters in the 
Empire State Bldg., New York. He 
will cover the New England and 
Middle Atlantic States. He was for- 
merly with Edwards Shoes, Inc. 

Appointed Wesley Carter sales rep- 
resentative for the Johnston & 
Murphy men’s shoe division in Ten- 
nessee, the Carolinas, Georgia, Flor- 
ida and Alabama. He was formerly 
with Jarman retail division. 


C. H. HYER & SONS, INC., Olathe, 
Kan.—Appointed Charles A. Brunk 
field sales manager, in addition to 
his duties as district sales repre- 


CHARLES ATLAS CHAS. A. BRUNK 
Precision Shoe Co. C. H. Hyer & Sons R. 
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EDWARD DUNN 
J. Potvin Shoe Co. 


sentative in Washington, Oregon, 


Idaho and Nevada. 


MUSEBECK SHOE C0O., Oconomo- 
woc, Wis.—Appointed Robert A. Yant 
to the sales department. He formerly 
represented Portage division, Weyen- 
berg Shoe Mfg. Co. 


R. J. POTVIN SHOE CO., Brock- 
ton, Mass. — Re-appointed Edward 
Dunn to his former position as sales 
representative in upper New Jersey, 
metropolitan New York and West- 
chester County, N. Y. He left the 
firm last July to join Edwards Shoes, 
Inc. 

Appointed Ted Ferrett sales rep- 
resentative in upper New York State 
in addition to his present New Eng- 
land territory. 


TOBER-SAIFER SHOE MFG. CO., 
St. Louis—Appointed Bryce P. Gor- 
don sales representative for the Caro- 
linas, replacing Sonny Kellam, who 
resigned. 

Appointed Roy M. Stone sales rep- 
resentative in Iowa, replacing Les 
Milford, transferred to Louisiana and 
east Texas. 

Transferred Kurt Delph from the 
Louisiana-east Texas territory to 
representation of the Cangemi Coed 
and “sylvia cristie” lines of Selwyn 
Shoe Manufacturing Co., a _ subsidi- 
ary. 

Appointed Paul Preston sales rep- 
resentative for Selwyn (in addition 
to Tober-Saifer lines) in Colorado, 
Wyoming, Utah, South Dakota and 
Nebraska. 

Appointed Leon Kupper sales rep- 
resentative for Selwyn (in addition 
to Tober-Saifer) in Kansas, western 
Missouri and southeast Nebraska. 

Appointed Nathan Strauss sales- 
man for Selwyn in the Southeast. 


UNITED STATES SHOE CORP., 
Cincinnati—Appointed Richard Rut- 
ter sales representative in the Ohio- 
Kentucky area for Joyce, Inc., a sub- 
sidiary. He recently covered Missis- 
sippi and Alabama for Joyce. 

Appointed Larry Mitchnick a mem- 


Selwyn Shoe Mfg. Joyce, 


NATHAN STRAUSS RICHARD —- ae ~ | MITCHNICK 
ac 


ber of the New York sales staff of 
Red Cross Shoes, a division. He was 
formerly assistant buyer of women’s 
shoes at Abraham & Strauss. 


WEYENBERG SHOE MANUFAC- 
TURING CO., Milwaukee—Appointed 
Del O’Rourke sales representative in 
the Rocky Mountains territory, with 
headquarters in Denver. He formerly 
managed a Walk-Over store. 


Tanners... 


A. F. GALLUN & SONS CORP., 
Milwaukee—Announced retirement of 
Kenneth R. Dunlap as vice-president 
and director after 50 years with the 
firm. 

Announced retirement of C. Harvey 
Moore as manager of the Boston of- 
fice, after 24 years with the company, 
and named Harold F. Miller to suc- 
ceed him. 

Appointed Charles K. Hardenburg 
manager of the Milwaukee plant, and 
Frank J. Jiruska superintendent in 
charge of tanning. 


Allied products... 


AMERICAN BILTRITE RUBBER 
CO., Chelsea, Mass.—Appointed Rob- 
ert S. Hendrix sales representative in 
Ohio and southern Indiana, with 
headquarters in Columbus. He was 
formerly assistant purchasing agent 
for Walker T. Dickerson Co. 


GRO-CORD RUBBER CO., Lima, 
O.—Re-appointed Kenneth F. Trimble 
sales representative, after a short 
absence. He will cover Wisconsin, 
Michigan, Minnesota, Iowa, Indiana 
and Illinois, with an office in Mil- 
waukee, and will advise the company 
on shoe product design and styling. 


O’SULLIVAN RUBBER SALES, 
INC., Winchester, Va. — Promoted 
Jack R. Monte from assistant to the 
president, to vice-president. He will 
continue in charge of the firm’s New 
York-New Jersey-New England op- 
erations, with offices in Hawthorne, 
N. J. 


DAVID MAURICE 
Co. 


Cross Shoes Solnit Shoe 
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IRVIN RUBIN The House of Jobs 


Will Buy Your Close Outs 


Men's, Women's and Children's 


For Quick Action, write, wire or phone collect 


80-82 READE STREET, N.Y.C. 7, N. Y. 
Barclay 7-7887-8 


Short Leases Assumed 








DEATHS 


JAMES H. W. WHITCOMB, 70, 
treasurer and general manager of 
Winchell Shoe Manufacturing Co., 
Natick, Mass., for 35 years; May 9, 
in Wellesley, Mass. 


MILTON O. FREDLAND, 51, 
district manager of Kirby’s Shoe 
Stores, a Shoe Corp. of America 
chain, with his offices in Monroe- 
ville, Pa.; April 19. 


JOE SHOONG, 81, founder and 
chairman of the National Dollar 
Stores chain, which owns a con- 
trolling interest in National Shoe 
Co. (operator of 32 Reeves Shoe 
Stores on the West Coast); April 
13, in San Francisco. 


SAMUEL ROSENBAUM, 86, op- 
erator of the S. & A. Rosenbaum 
Shoe Store, Youngstown, O., for 
over 50 years until his retirement; 
May 4, in Youngstown. A nephew, 
Jimmy, now operates the store. 


MOSES M. WEISS, 72, partner 
in Weiss Bros. Shoe Co., Grand 
Rapids, Mich.; recently, in New 
York, while on vacation. Almost 
blind, he lectured in Michigan for 
the Seeing Eye Dog Assn. 


PAUL E. GRAUER, 62, a part- 
ner since 1925 in the Langill & 
Grauer Shoe Store, Milwaukee; 
May 11, in Milwaukee. 


JOHN M. BIRING, SR., 83, re- 
tired owner-operator of Biring’s 
Shoes, 5005 Union Blvd., St. Louis, 
and a veteran of more than 50 
years in the industry; May 4, in 
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BOX HANDLERS 





LONG ARM* 


The efficient box hondleay 
GQUCKER, 84 R, SAFER 
Full 


oe 
Empties S 


upside down 


Boxes 


right side up 


Rate es 














on high shelves are 
quickly, easily, safely 
handled with Long Arms. Pemmeed 
No climbing, no falls. 

Long Arms with handles 24", 36", 48", 60", 
$3.95: with 72"' handles, $4.95. Postage prepaid 
in USA. Order now—prompt shipment. Your 
wholesaler or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 














St. Louis. Two sons, John M., Jr., 
and Charles, now manage the store. 


ABE BRODY, 73, operator of 
Brody’s, a Youngstown, O., shoe 
store, for 54 years; April 30, in 
Youngstown. He had been semi- 
retired in recent years while his 
son, Myron, ran the business. 


ALOIS P. SCHOLLER, 64, 
owner-operator of Ripple’s Family 
Shoe Store, Milwaukee; May 1, in 
Milwaukee, of a stroke. 


CARL SPRIGG, 63, owner of 
shoe stores in Defiance, O., Na- 
poleon and Battle Creek, Mich., 
until his retirement several years 
ago; April 30, in Defiance, of 
cancer. 


GROVER G. BEELER, owner of 
Beeler’s Bootery, Knoxville, Tenn., 
for some 25 years; April 16, in 
Knoxville. 


ERNEST WAGNER, who 
opened Wagner’s Shoes, 7179 W. 
Grand Ave., Chicago, last Febru- 
ary after 21 years with Sabath’s 


JOBS 


You can depend on 
WEIL for your best 
buys in Jobs and cur- 
rent Cancellations. 


WEIL always has 

big stocks of quality 

Branded Footwear 

direct from famous 

brand factories, At 

a Price. 

“While in town see Weil" 


New York Sample Room: 
138 Duane St., NYC 


Quality shoes since ’82 £ 


M. K. WEIL 
Shoe Company 


1215 Washington Ave. 
St. Lovis 3, Missouri 





For Over 46 Years 


Headquarters For 


CANCELLATION 
STORES 


Quality Brands Lowest Prices 


Largest Stocks All Price Ranges 
CE 1-6747 


Fine ho ae ee 
MOSINGER-COHN 


1235 Wash 





st 
grc 





Department Store; recently, in 
Chicago. He was also in partner- 
ship with his daughter and son-in 
law, Mr. and Mrs. Sidney Kuflick, 
in a shoe store in Melrose Park, 
Ill. Mr. Kuflick and Mrs. Wagner 
will continue both operations. 








WORTH WRITING FOR 





Data processing systems 

While the growth of automatic 
data processing in business in re- 
cent years has been spectacular, re- 
sults obtained have fallen short of 
earlier expectations. 

This book presents a case study 
describing the efforts of a shoe 
manufacturing company to design 
an automatic data processing sys- 
tem to reduce its clerical costs and 
to improve production and inven- 
tory planning. Special emphasis is 
placed upon the company’s problems 
of planning and how these problems 
in turn led to the decision to re- 
design and automate the company’s 
data processing system. As the 
company’s study progressed, more 
and more evidence appeared that 
company personnel for good rea- 
sons had shifted emphasis of the 
study away from the initial prob- 
lem of effecting improvements in 
operations planning and toward 
mechanization of existing data 
processing procedures. Why this 
was so and how this result was 
brought about largely through top 
management’s decisions forms the 
major focus of the case study. 
Management Influence on the De- 
sign of Data Processing Systems. 
259 pp. Harvard Business School, 
Div. of Research, Soldiers Field, 
Boston 63, Mass. $3. 


Small retailers’ problems 

A study to determine and define 
the administration and managerial 
problems of the independent retail- 
er in Wyoming. It covers merchan- 
dising, finance, labor, recordkeep- 
ing, budgeting, competition, inven- 
tory and other topics. Financial 
and operating ratios are given. 
Prepared by the University of 
Wyoming and available in a 4-page 
summary as Problems of Small Re- 
tailers. Small Business Adminis- 
tration, Washington 25, D. C. Free. 


The fabulous future 


A preview of changes expected 
in the next fifteen years. Contrasts 
the great changes that have taken 
place in our economy since 1945 
with those expected by 1975 in such 
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areas as population, industry, hous- 
ing, consumer goods, education, 
transportation, medicine, Govern- 
ment and outer space. Indicates the 
shifts expected in the way people 
earn a living, raise their families, 
spend their money and use their 
time. The Fabulous Fifteen Years 
Ahead. Changing Times Reprint 
Service, 1729 H St., NW., Wash- 
ington 6, D. C. 25¢. 


Foot size check chart 


Children’s feet grow rapidly out 
of socks and shoes and should be 
measured frequently. The Nation- 
al Foot Health Council is offering 
shoe and hosiery retailers a Foot 
Size Check Chart for distribution 


to their customers. The chart is 
offered free and in bulk quantity. 
The only requirement is that the 
retailers pay postage and mailing 
costs. Write National Foot Health 
Council, Rockland, Mass. 


Arithmetic for retailers 

This manual has served as a ba- 
sic textbook for retail stores and 
schools and colleges for many 
years. It provides basic knowledge 
of retail arithmetic involved in 
buying and selling goods. Some 
chapters: Profit and Loss State- 
ment, Methods of Determining 
Closing Inventory at Cost, Fea- 
tures of the Retail Method of In- 
ventory, The Merchandise Budget 
and Open-to-Buy, Price Lines and 
Markon. Merchandise Arithmetic 





for Retail Training. Personnel 
Group, National Retail Merchants 
Assn., 100 W. 31st St., New York 
1, N. Y. $2. (Also available in 
quantity at reduced prices. ) 


Shoe fitting course 

A leaflet has been prepared by 
the Sam Smith Shoe Corp. de- 
scribing the course offered by the 
American Shoe Fitting Institute, 
Inc., which the Sam Smith Shoe 
Corp. supports. The leaflet gives 
a brief outline of what the course 
offers, the requirements for en- 
rollment, the cost, the requirements 
for graduation and other informa- 
tion. Write The American Shoe 
Fitting Institute, Inc., Newmarket, 
N. H. Free. 


Children’s shoe size campaign 

A campaign to step up the 
efforts of retailers in inviting 
parents to bring in their children 
for a shoe size check-up has been 
launched by the National Shoe 
Institute. Retailer aid materials 
have been assembled in a kit and 
are being offered shoe stores with- 
out cost. 

Included in the kit are the 
materials necessary for a com- 
munity drive by a retailer. A 
logotype suitable for use in an 
ad, an illustration dramatizing the 
growth of a child’s foot, a group 
of examples of current industry 
practice in notifying parents that 
a check-up is due, publicity stories 
for local newspapers and other 
material are included. For a kit 
write, National Shoe Institute, 50 
Rockefeller Plaza, New York 10, 
ee 


Enthusiastic salesmanship 

A pocket-sized pamphlet titled 
We Sell or We Sink could give sales 
personnel a helping shot in the 
arm. Short, easy to read and di- 
gest, lively, the booklet consists of 
a collection of ideas to better the 
salesman’s mental approach to his 
job. The Kirkley Press, Towson 4, 
Md. Minimum order 10 copies, 
$2.50. 
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New bargain table 


att 


For unloading of slow - moving 
merchandise in retail stores, this 
bargain table features a 30 in. x 
30 in. top of indestructible Marlite. 
Height with brass plated legs is 
31 in. Sides are trimmed with 6 in. 
brass plated grill work. Priced at 
$36.95 F.0.B. Chicago. SOURCE: 
Inter-Amreican Products, Chicago. 


Sole and heel material 

Quabaug Rubber Co. has _in- 
troduced a synthetic rubber sole 
and heel material that reportedly 
outwears conventional shoe bot- 
toms by 3-to-1. It is called Armor- 
tred Hypalon. 

Use of Hypalon, a Du Pont 
polymer, is said to concentrate 
major advances to shoe bottoming. 
First, Armortred Hypalon rates 
200 per cent on the U. S. Bureau 
of Standards abrasion test, sig- 
nifying the longer wear life. Sec- 
ond, it can be vulcanized. It is 
not thermoplastic and will not 
stiffen with cold or soften with 
heat. 

Third, the new product is fully 
adaptable to current shoe produc- 
tion methods at a compatible price. 

Lightweight and highly water- 
proof, Armortred Hypalon is 
available in a full range of thick- 
nesses and in a variety of lasting, 
non-marking colors, the manufac- 
turer says. It can be stitched or 
cemented with standard adhesives. 

The new product is reportedly 
highly resistant to deterioration 
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by oils, greases, solvents and other 
chemicals. In addition it offers 
superior aging and resistance to 
oxygen and ozone, allowing ware- 
house storage for many years. 
And it is said to offer the soft 
walk and heel snap or resilience 
of a true elastomer. 

Major markets for the product 
are seen in men’s and boys’ shoes, 
in quality work shoes and also in 
heels for dress shoes. Quabaug 
officials say the material offers 
promise of meeting a long-term 
industry goal of providing heels 
for men’s dress shoes that will 
last the life of the shoe. SOURCE: 
Quabaug Rubber Co., North Brook- 
field, Mass. 


“Control ledge”’ for lasts 


A unique extended cap which is 
attached to the top of the heel por- 
tion of a last is in the advanced 
development stage and is available 
for adoption by last manufactur- 
ers. It received much attention at 
the recent North American Fac- 
tory Management Conference in 
Cincinnati. 

The cap forms a “control ledge” 
that offers several advantages. 

It eliminates back tacks that are 
commonly used. Since there are 
no tack holes, the life of the last 
is lengthened. 

The cap limits the height of the 
back of the shoe and thus provides 
positive height control that pre- 
vents the over-pulling of upper 
material over the last. This saves 
the upper material that is nor- 
mally left for pull-up. This margin 
often amounts to % to % inch. 

Uppers can be cut and graded to 
accurately fit a last equipped with 
this cap. 

For the assembler, the cap af- 
fords accuracy and a saving of 
time. 


Another feature is that shoes 
made on a cap-equipped last can- 
not be made too high. This elimi- 
nates the high-backed shoe that 
occasionally gets by inspection. 
Chafing and cutting complaints by 
the wearer who has purchased 
such a shoe are ended. 

The cap is intended to be put on 
by last manufacturers, who would 
grade their lasts in preparation 
for the extension cap. 

SOURCE: Batchelder Rubico, Inc., 
10 High St., Boston. 


Lasting room crimper 

This Wrinkle-Free Lasting Room 
Crimping Machine makes it pos- 
sible to crimp full-fitted uppers in 
the lasting room just before last- 
ing. Machine features a _ novel 
clamping device which eliminates 
wrinkles and expensive flaming op- 
erations, reducing cripples and pro- 
viding savings in time and money. 
Machine is simple in design and 
operation. SOURCE: George 
Knight & Co., Inc., Brockton, Mass. 


Box toe material 


Stanbee “RX” is an all new box 
toe and counter material. The 
water base activated and perma- 
nent setting is unaffected by heat, 
moisture or water. No skiving re- 
quired in most cases. SOURCE: 
Stanbee Co., Hasbrouck Heights, 
N. J. 


PVC soles 


New line of Biltrite Vinalon Soles 
made of polyvinyl chloride are ex- 
tremely durable, light in weight, 
non-marking, flexible and slip-re- 
sistant. One-piece sole and heel 
units are resistant to oil and most 
acids and alkalies. Company also 
has new machine for unique bond- 
ing of PVC soles to uppers. Soles 
available in variety of colors and 
designs. SOURCE: American Bilt- 
rite Rubber Co., Chelsea, Mass. 


81 





RETAIL TRADE REPORT 





Versatility of bone hurts white sales 


The slack period hit St. 
Louis early, but retailers 
scheduled promotions aim- 
ed at quickening the slow 
pace. 


ST. LOUIS 


Like flu victims, shoe retailing 
in St. Louis has had a hard time 
since Easter getting its strength 
back. Department stores admin- 
istered large doses of special 
sales, anniversary weeks and 
downtown days to themselves, but 
the benefits of the “cures” were 
short-lived. 

During the sales, traffic was 
brisk and quotas were met. But, 
when the sales ended, summer 
lethargy began. Shoemen say the 
slack selling period began too 
early, and a pattern of regular 
promotions is planned to offset 
the unprofitable pace. Black and 
white promotions began the 
series. 


What’s selling?—The shoes that 
are selling in downtown and 
suburban St. Louis are—for men 
—natural deerskin casuals, brush- 
ed pigskin golf shoes, black and 
white golf shoes, canvas boat 
shoes and moderate-priced moc- 
casin-toe slipons and—for teenage 
girls — white prom shoes with 
gold kid trims, white smooth 
skimmers with double needle toes 
and tapered corduroy tennis shoes 
in a variety of colors, and white 
tennis shoes. 

A fad for gold kid sandals and 
thongs may bear watching. They 
appear to be going well for wom- 
en, teenagers and grade school 
girls. All women’s sandalized flat 
wedge patterns are now active, 
especially those with a gold kid 
lining. 

The boys like . . .—Boys are 
buying low-priced camp mocca- 
sins, five-eyelet dirty bucks on 


red rubber soles and two-eyelet 
dress moccasin-toe ties with a- 
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grained plug and tongue. White 
tennis shoes sell too. 


In women’s footwear, the low- 


‘heel and flat patterns, including 


beige straw flats with pompon 
trims, elasticized-topline, rubber- 
soled canvas playshoes in blue 
and green multicolors, and white 
8/8 wedge slipons are getting 
the most attention. At reduced 
prices, perforation-trimmed bone 
pumps on 15/8 stacked heels and 
mid-heel closed black patent 
pumps sold well. 


Chicago: Spring figures 
saved by promotions 


Chicago shoe stores doing a satis- 
factory business have one thing in 
common—good promotions. The 
majority of downtown stores that 
embarked on strong promotions this 
spring have topped their quotas, in 
spite of cold, wet weather. 

High-fashion sales have slowed, 
but black patent and bone continue 
as leaders in fashion shops. Several 
stores, however, noted growing de- 
mand for square-throat spectators 
in coffee cream or color contrasts. 

Buffalo calf is forging ahead as 
a leather favorite for men. In col- 
ors, black leads, but brown with 
darkened tips or black edging is 
gaining interest. In style, gored 
slipons are being bought by men 
and boys. 


Atlanta: Bone challenges 
white in summer sales 


The weather didn’t do much to 
encourage spring selling in the 
Southeast, but retailers appear to 
have recorded some gains. 

Bones held well throughout the 
spring and have given whites, nor- 
mally the best seller as summer 
arrives, a fight for top spot. Most 
stores still feature bone in all 
styles, even alongside the casuals 
that have been pulled out. Specta- 





tors have been moderately good 
sellers, but not as good as some 
buyers expected. 

A considerable amount of straw 
is being shown in white and natural 
colors. Some are imports at a 
higher price. Most, however, are 
in the low-price class and native. 


Houston: Women like 
the gold tailored look 


Houston’s summer selling is yes 
and no. 

White shoes and flats have gained 
momentum in fashion units. One 
leading suburban buyer reports his 
white stock sizes already broken. 

The lack of a continuous streak 
of hot weather has stalled summer 
selling in moderate-priced depart- 
ments. There has been some nib- 
bling at white, but there are still 
calls for patent and bone. 

Gold—on stacked heels for tail- 
ored wear—has sold so well it has 
been reordered time and again. 

In teen departments, it’s a sneak- 
er summer. The size 1244-and-up 
fashion setters have picked white 
sneakers for summer cottons and 
are giving merchants a time keep- 
ing sizes. 


Boston: Open sandals 
will lead summer sales 


A little warm weather during 
late May was a stimulant—long 
awaited and overdue—to sluggish 
shoe buying. 

Whites are beginning to move on 
a more consistent pattern rather 
than on the April-May spurt-and- 
sputter basis. 

A high-style women’s shoe store 
reports good sales of Italian-type 
open sandals and predicts that they 
will lead summer sales. The younger 
set continues to favor white canvas 
sneakers. 

For dress, bone continues popu- 
lar. Also on the front line are black 
patent and black calf. The style 
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leader is the pointed toe on a medi- 
um to high heel, and the stacked 
heel is preferred for daytime. 

Popular price men’s stores have 
reported substantial casual and 
sport shoe sales increases. One 
merchant stated that he is “sum- 
mer-selling” and that he has had 
to reorder boat shoes—a previously 
small market. 

A high-priced men’s department 
noted, “Meshes have been a big 
selier, but two-tones, as yet, have 
not started to move.” 


Washington: Women buy 
dark fabric dress shoes 


The sudden arrival of warm 
weather in mid-May marked the 
end of the patent dress shoe sales 
and the beginning of summer shoe 
sales in Washington. 

Retailers report whites and spec- 
tators as the most active so far. 
Dark fabrics—mesh and peau de 
soie—are moving well, particularly 
in black. Dyeables are off to a bet- 
ter start than last year. 

Sales indicate there is continued 
strength in heels 18/8’s and down. 
The double needle in all heights is 
expected to remain strong, although 
retailers are carrying square toes. 
Square-toe volume, however, is not 
foreseen. 

In casuals, straw and calf flats 
are moving well in bone and white. 
Area retailers promoted open-toe 
straw wedges heavily, and report 
good response. Chino sneakers are 
in good demand. 


Detroit: Unemployment, 


weather cut into sales 


Rain, cold temperatures and high 
unemployment dampened retail 
sales in Detroit until a sudden 
burst of summer-like weather in 
mid-May sparked activity. Before 
that time, receipts were down as 
much as 11 per cent. 

Summer footwear is just begin- 
ning to sell in quantity. So far, 
solid whites — particularly lusters 
—are first choice in women’s dress 
shoes. Bones, two-tones and pastels 
also show much promise. It will 
evidently be a “light” summer for 
casuals judging from early sales of 
bone, beige, white and other pale 
tones. 
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Weather blamed for order lag 


Only Milwaukee manufac- 
turers report orders ahead 
of the same time last year. 
Plants there work normal 
weeks and overtime too. 


MILWAUKEE 


Weighed against spotty reports 
from retailers throughout the na- 
tion, Milwaukee area shoe produc- 
ers are in excellent shape. Most 
manufacturing plants are putting 
in normal work weeks and some 
are scheduling overtime to keep 
up with orders arriving for fall 
footwear. 

The strength of reports is at- 
tributed largely to improved styling 
of men’s lines. Plants’ report 
healthy reorders for numbers 
featuring narrower lasts and sim- 
ulated hand - stitching. Some in- 
creasing demand is also noted 
for wing tips. The adjustable or 
elasticized top line, however, is 
a definite volume builder and is 
expected to account for a big share 
of fall and winter volume. 

Despite the steady concert of 
complaints about the continued 
climb of raw materials and other 
production costs, prices are ex- 
pected to hold firm. The reason: 
uncertain retail conditions and the 
spotty spring sales picture just 
unfolded. Some lines recently 
tacked on small, selective increas- 
es, however, with no_ reported 
resistance. 

Children’s shoe production con- 
tinues to make steady gains. 
Manufacturers here claim they 
have just racked up one of the 
finest spring seasons on record. 


Boston: Are producers 
at a plateau or a peak? 


New England shoe production 
can be described as ‘“seasonably 
normal.” This is significant in 
light of the numerous obstacles 
and sluggishness with which shoe- 


making has had to contend this 
spring. 

The obstacles include: persist- 
ing hand-to-mouth buying, un- 
seasonable weather and consequent 
retail slip and the general eco- 
nomic uncertainty. 

Recent fragmentary lifts that 
raised figures to a normal plateau 
stirred hopes that the plateau 
will be the launching point to 
new industry records. 

Current orders for whites are 
weak, but more consistent than a 
month ago. The same is true of 
men’s mesh shoes. 

The solid sales of women’s 
casuals at retail raise hopes of 
early reorders. Orders and re- 
orders for sneakers and _ boat 
shoes are better than expected. 

The back-to-school orders keep 
production rolling for the chil- 
dren’s manufacturers. 


St. Louis: Will orders 
follow the temperature? 


St. Louis shoe producers indi- 
cate that the poor spring retail 
business has caused dealer un- 
easiness which has been trans- 
mitted all of the way back to 
the manufacturers. 

Dealers have been conservative 
about fall buys because of high 
inventories—the result of bad 
weather. It’s felt warm weather 
will improve inventories and in- 
crease orders. General line houses 
feel accounts will lay in about 
the same pairage as last fall. 

Retailer uncertainty about the 
square and crescent toes is re- 
peated also in the production 
centers. This year producers can- 
not afford to make a mistake. 
Profits for most producers are 
running right at the danger line. 

1961? There is no clear - cut 
direction yet. Factories are mod- 
erately busy, but could use much 
more cutting ahead than is on 
the books. 





SALESMEN ON THE ROAD 


Pension plan approved 


Largest and one of the oldest of 
NSTA affiliates, Southwestern Shoe 
Travelers Assn., Inc., approved the 
NSTA pension plan by a majority 
vote of the members at a special 
meeting in Dallas. 

Edmund J. Trench, secretary 
and managing director of NSTA, 
spoke in behalf of the plan. He 
emphasized that all NSTA affiliates 
must have approved the plan in 
regular or special membership 
meetings before it goes before the 
annual meeting of the national 
group Sept. 22 in Miami Beach for 
final ratification. 

Northwest Shoe Travelers, Inc., 
had previously approved the pro- 
gram, designed to give all shoe 
travelers affiliated with NSTA 
financial assistance in case of dis- 
ability, retirement, etc. Complete 
details are now being worked out. 


Motel-hotel directory 


A hotel-motel directory, listing 


lodging places in the United 
States which offer special consid- 
erations and commercial rates to 
members of the Bureau of Sales- 
men’s National Assns., will be 
published on or about July 15 
and annually thereafter. Announce- 
ment was made by Marshall J. 
Mantler, the bureau’s managing 
director. NSTA is one of the four 
associations affiliated with the 
bureau. 

“Four and one-half million 
nights are spent on the road each 
year by our 40,000 members whose 
associations are affiliated with the 
bureau,” said Mantler. “What is 
more important, the salesman’s 
traveling is not seasonal but is 
spread over the 12 months of the 
year. The directory will be kept 
current by publication of informa- 
tion in columns of the monthly 
and semi-monthly newspapers of 
the associations affiliated with the 
bureau.” 
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NAWCAS, another of the affili- 
ates—of which Mantler is the ex- 
ecutive director—has been as- 
signed the work of compilation, 
publication and distribution of the 
directory. 

“Only those hotels and motels 
our members patronize and recom- 
mend as of good quality will be 
listed,” Mantler said. ‘Members 
are sending in names of lodging 
places they like on their travels. 
Those recommended by members 
will be solicited for listing in the 
directory. An important part of 
the directory is the constant vigi- 
lance we will give to both sales- 
men and hotels and motels to in- 
sure that all parties live up to 
their agreements.” 


Point plan pondered 


In view of the growing problem 
of hotel room assignments, direc- 
tors of Mountain States Shoe 
Travelers Assn. announced at the 
group’s midyear membership meet- 
ing that they are working on the 
feasibility of a point plan. 

As the plan is now being pon- 
dered, President Dan Kole said 
that each show will carry so many 
points for a salesman, retroactive 
for five years. Other considera- 
tions will be: first, the salesman 
himself; second, the line he car- 
ries; third, membership in the 
Mountain States association, and 
fourth, the amount of samples he 
shows. 

Directors will comprise the com- 
mittee to work out the system. If 
the plan proves feasible, it will go 
into effect at the Spring Shoe Mar- 
ket to be held at the Albany Hotel, 
Denver, Oct. 22-24. 

Members of the association 
voted unanimously to eliminate 
their Sunday luncheon hour for 
retailers, substituting some other 
event—possibly to be held on the 
Monday of each show. Showrooms 
heretofore have been closed from 


by VIVIAN ANDERSON 


12:30 to 1:30 p.m. Sundays so that 
retailers could be entertained in 
the hotel ballroom. 


Be go-givers, salesmen! 


“Be go-givers as well as go-get- 
ters,” urged Alfred C. Thompson, 
executive vice-president of Miller 
& Rhoads, Inc., Richmond, and 
president of the National Retail 
Merchants Assn. He spoke before 
the entire sales force of Craddock- 
Terry Shoe Corp. at a convention 
in Lynchburg, Va. 

“Those who give most often . 
get!”’ said Thompson. He empha- 
sized that if each salesman will 
give one selling idea on each store 
visit, the store will always be open 
to him—for an excellent salesman- 
retailer relationship, which will 
always mean more sales. 


William Scheft, president of H. 
Scheft Co., Boston, key speaker, 
underscored the importance of the 
professional shoe salesman, or the 
“traveling pro.” 

“What is it you can do to 
strengthen the retail customer? 
What is it the retailer needs, 
wants, expects and gets from these 
traveling pros? Your confidence 
is a vital factor, as well as your 
knowledge of the product and the 
retailer to whom you are selling.” 


Both headline speakers were in- 
troduced as “outstanding salesmen 
on today’s retail scene,” and each 
was presented a gold door knob 
mounted on an onyx base, etched 
with his name and the inscription, 
“For Outstanding Salesmanship, 
Craddock-Terry, 1961.” 


Two months off the road 


A. E. (Art) Renner, who suffer- 
ed a recent heart attack, is taking 
a two months’ leave from his road 
duties in Georgia and Florida. He 
has been traveling for Yorktown 
men’s shoes. He will announce his 
plans later for after July 1. 
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Wanted to Purchase 





70 I CASH 

~.j PRICES 

for suppLus sHoEs 
CANCELLATIONS 


COMPLETE STORES 


Write or wire for fast action . . . quality 
men's, women’s and children's shoes 


, Phone CE 1-6747 
Fine Footwear for over 46 YEARS 


MOSINGER-COHN 


1235 Washington St. Louis 3, Mo. 








TOPPS PAYS THE TOPS 


WE ARE RETAILERS 
We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phoae or Wire Collect 


UNion 3-6413 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Phone or Wire Collect 


137 West B'dway New York City 
Tel. Beekman 3-0141-2 











WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 











KELLY PAYS TOP PRICES 


CLOSE OUTS COMPLETE SHOE STORES 
ODDS AND ENDS 
Men's, Women's, Children's Shoes 
and Rubber Footwear 
Buyer available within 24 hours after contact 
KELLY SALES INC. 


1139-41 South Jefferson 
Phone or Wire Collect 


Chicago, Illinois 
Wabash 2-3797 











FACTORY 
MANAGEMENT 








YOU GET 


MORE 


YOU GET 


CASH 


FOR CLOSE-OUTS of 
MEN'S, WOMEN’S and [eeaabieba etd 


—3 = 0} 2 OL O8 


79-81 READE ST 
NEW YORK 7. N.Y 


CHILDREN’S SHOES 


Complete Stocks and 
Stores Solicited | ee 
At All Times. hone: WOrth 2-5180 











HEVERLE and HAY 


121 North Broad Street 
Philadelphia, Pa. 


Specialists in Leather Saving, cutting 
control, and all shoe management 








problems. 





Midwest golf outing 


Midwestern shoe salesmen and 
retailers are eyeing the golf links 
with that certain glint in their 
eyes and are mentally figuring 
how many hours they can put into 
golf play before Aug. 8. Midwest 
Shoe Travelers Assn. has set its 
12th annual golf outing for that 
day at River Forest Golf Club, 
Elmhurst, II. 
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B. & R. PAYS THE LIMIT 


WEBUY CLOSE OUTS 
COMPLETE SHOE STOCKS 
LEASES ASSUMED 


YOUR NAME PROTECTED Hf 
B.&R.SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 


Phone or wire 
collect 











WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer. Pres. Ivanhoe 1-9830 























THE LAST WORD 





Inside dope 

Baseball shoes are _ polished 
every day by the clubhouse atten- 
dants, starting with spring train- 
ing and concluding with winter. 
Hoffco (Harri Hoffman Co., Inc.) 
is the exclusive purveyor of shoe 
polish to the Milwaukee Braves, 
farm clubs and minor league affili- 
ates. 

There are a lot of shoes polished 
in the baseball industry and this is 
only one outlet for polish in the 
athletic world. 


Champion 

The biggest feet in the U. S. 
Army belong to LeVerne (Butch) 
Kuhr. His shoe size is 17D and his 
shoes cost Uncle Sam $100 a pair. 
He is from Port Huron, Mich. 


Moscow bound 

Most of the overseas visitors to 
the British Trade Fair, opened in 
Moscow May 19, planned to travel 
by air, but Peter Hoy of Manches- 
ter, England, walked. He set out 
from Paris March 27 wearing 
shoes specially supplied by Lotus, 
Ltd. The distance from Paris to 
Moscow by air is 1541 miles. 

When he is home and not on a 
hike, Hoy keeps in shape with a 
brisk 20-mile walk every day. 


On their toes 

The beef trust of the athletes, 
the hammer throwers, are breaking 
former records with a new gim- 
mick. By wearing ballet slippers, 
especially made in un-Cinderella- 
like sizes, they have found they can 
spin faster and sling the iron ball 
farther than ever before. 


Should switch to slipons 

The average man of 70 has spent 
five months of his life tieing his 
shoelaces, according to researchers 
of the American Institute of Men’s 
and Boys’ Wear. 


Is this bad? 

When New York City housewives 
do their annual spring cleaning 
they throw out more women’s shoes 
than anything else. 


(MORE ON PAGE 88) 


Classified and Want Ads 








FOR SALE 





PROFITABLE FAMILY SHOE STORE 
$80,000 VOLUME 100% location in excellent 
So. California town. Reply to Box 895, Boor 
anp SHoE Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





HERE IS AN OPPORTUNITY TO AC- 

UIRE THREE AS A UNIT OR ONE OF 

HESE ESTABLISHED SHOE stores. Popu- 
lar priced, no branded lines, women’s and 
children. Each store 100% location, low rentals, 
new fronts. Each store doing over $100,000 
yearly. Good leases, can be financed. Reply to 
Box 893, Boor anp SHoe Recorper, Chestnut 
& 56th Streets, Philadelphia 39, Penna. 





A GOING CONCERN, CURRENTLY 
MANUFACTURING INFANTS AND 
CHILDREN’S Pre-Welt, Bonwelt and Cement 
shves, located in Eastern Pennsylvania. Reply 
to Box 890, Boot anp SxHoe Recorper, Chest- 
nut & 56th Strcets, Philadelphia 39, Pa. 





FAMILY SHOE STORE. BRONX. Es- 
tablished 23 years. Retiring. Reply to Box 883, 
Boot anp SxHoe Recorper, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 








FAMILY SHOE STORE FOR SALE, ON 
A BUSY HIGHWAY, IN New Jersey, op- 
posite a large shopping center. Phone in New 
Vethe—-iilakory 5-6521, New Jersey—JUstice 
4-8668. 





FOOT-SO-PORT SHOE STORE IN A 
LARGE MID-WEST CITY. FOR INFORMA- 
TION WRITE AS FOLLOWS: Foot-So-Port 
Shoe Co., Oconomowoc, Wisconsin. 





SIDELINE SALESMEN 
WANTED 





FOOT SOX MANUFACTURING HAS 
OPENING FOR SIDELINE MEN: FAST 
MOVING LOWEST PRICED foot covers to 
wholesalers and retailers. Pocket samples. 
Sample orders to dealers, stores, gladly sub- 
mitted. Best. commission. All letters answered. 
Replies confidential. Perly to Box 831, Boor 
AND SuHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


SHOE 
SALESMEN WANTED 











Experienced 
Shoe Salesmen 


Wanted 


Four territories open. 
Territory !—Chicago and Vicinity 


Territory 2—Illinois except Chicago 
and a few southwest counties 


Territory 3—State of Ohio 
Territory 4—Stote of Wisconsin 


Want experienced shoe men. Com- 
plete line of J. W. Carter’s genuine 
Goodyear welt boots and shoes for 
men. Drawing account against 6% 
commission. Real opportunity for 
good salesmen. Call or write H. N. 
Wilkinson, Sales Manager, 


J. W. CarTer CoMPANY 


P.O. BOX 30 
NASHVILLE 1, TENNESSEE 











Chestnut & 56th Sts. 
Philadelphia 39, Po. 


Here is my want-ad: 


ORDER BLANK 


BOOT AND SHOE RECORDER 




















Please check if box No. is Wanted (] 


Enclosed is Check 0 
Money Order 0 
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POSITION WANTED 


Classified and Want Ads 





WANTED TO PURCHASE 











WANTED: SHOE STORE MANAGER 
POSITION WITH FUTURE. Young family 
man with twelve years experience in all phases 
of shoe —* Seven years experience as 
store manager. Reply to Box 894, Boot anpD 
SxHoe Recorper, Chestnut & 56th Streets, Phila- 
delphia 39, Penna. 





SITUATION WANTED 


Phone or Write 
WA 5-9533 or WA 5-9927 








VETERAN SALESMAN SEEKS SHORT 
LINE for New York, New Jersey area. Long 
on experience in men’s, women’s and children’s 
footwear and slippers. Reply to Box 888, Boor 
AND SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


TOP DOLLAR from EDDY 


for your 


¢ COMPLETE STOCKS 
¢ CANCELLATIONS 
We're always ready to buy at TOP DOLLAR & SPOT CASH 


EDDY SHOE CO. 132 No. 4th St.. 
“Always Reliable” 


¢ CLOSE-OUTS 


Phila. 6, Pa. 











REPRESENTATIVES 
WANTED 





SALESMEN WANTED 














SIDELINE WANTED 








SALESMAN WITH ESTABLISHED AC- 
COUNTS. METROPOLITAN NEW YORK 
AND UPSTATE SEEKS COMPETITIVE 
LINE. Salary, commission. Will travel New 
qoreey, Connecticut, too. Reply to Box 892, 

oot AND SHoE REcorpDER, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 


OUTSTANDING NATIONALLY ADVER- 
TISED INSTOCK LINE OF MEN'S 
FASHION FOOTWEAR needs top notch 
representative for Georgia-Florida; 
Ohio-W. Virginia; Reply with complete 
resume. 


Reply to Box 891, BOOT and SHOE RECORDER 








Chestnut & 56th Streets, Philadelphia 39, Pa. 











MERCHANTS’ NEEDS 


WANTED TO PURCHASE 








PAY OFF / 


Selected to fit 
your needs! 
Ideas that will 
help you get 
real results! 








WANTED FOR EXPORT, LADIES’ shoes. 
Any quantity. Constant buyer. Vintage imma- 
terial. Contact Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766. 





WANTED, DAMAGED, REJECTED, 
WORN SHOES, “as is” conditions. All types. 
Regular purchaser. Max Newman, 1348 South 
Street, Philadelphia, Pa., KI 5-9766. 








VINCENT EDWARDS & CO. 
World’s Largest Advertising Service Organization 
342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special 
short term trial offer. 


Name 





Company. 
City 








CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 
Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 


charged at word rate. 
Street number one word 


DISPLAYED 
$16 per inch 


Maximum, 46 words to the 
inch. bs mere ral be in 
our * or te 
publication date. 


NOTICE: 


Classified Advertising 
is payable in advance 











SALES OPPORTUNITY 
PENNSYLVANIA - NORTHEAST- 
ERN OHIO TERRITORY OPEN 
FOR AN EXPERIENCED sales- 
man. Excellent opportunity to 
represent well known manufac- 
turer of women's and girls’ popu- 
lar priced shoes. Entire line backed 
by efficient in-stock service. Write 
complete details. All replies con- 
fidential. Dale M. Lawrence, 
Godman Shoe Company, 46 E. 
Fulton Street, Columbus, Ohio. 











MEN’S SLIPPER SALESMEN FOR NEW 
ZIPPER ENCASED TRAVEL SLIPPERS 
to retail $3.95. Short line. Novelty appeal. Re- 
orders. Commission basis only. References and 
following required. All territories except North- 
east States. Finecrafters, 3130 Shrewsbury Rd., 
Allentown, Pa. 





ARE YOUR EXPENSES RUNNING AT 
AN ALL-TIME HIGH? LET US PROVIDE 
you with the sideline to help you defray these 
costs. Top grade boot line. Liberal commissions. 
Immediate factory service to customer. We have 
openings in Missouri, Kansas, Iowa, and Ne- 
braska. For further information, write to Box 
889, Boot anp SHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





OUTSTANDING NATIONALLY ADVER- 
TISED INSTOCK LINE OF MEN’S 
FASHION FOOTWEAR needs top notch rep- 
resentative for Georgia, Florida. Reply with 
complete resume. Reply to Box 882, Boot anp 
SHoe ReEcorper, hestnut & 56th Streets, 
Philadelphia 39, Penna. 





DISPLAY 








Cameron Company Displays 


500 Echo Lane, Glenview, Illinois 


New and originals in plastics and displays 
Let us re-do your windows 
Send for one of our experts 


JACK CAMERON, GUY MALLOY 








JACK L. CAMERON, JR. 











June |, 1961 


DESCRIPTIVE CIRCULAR: Price Tickets, 
Sale Signs. Special Forms, on request. Mer- 
chants Service, 407 So. Dearborn Street, Chi- 
cago 5, Illinois. 


87 





INDEX TO ADVERTISERS 





This index is published as a convenience. No liability is assumed for errors or omissions. 


Alden, C. H., Shoe Company 63 
Allied Shoe Products Show .. 68 
American Chair Company .. 72 


B & R Shoe Company 

Bambo Shoes, Div. of S. C. keptte 
Footwear 

Baris Shoe Company 

Bass, G. H., & Company 
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THE LAST WORD 





After 40 years it happened 


For the past 40 years, Jerry Ja- 
rett of Jarett’s Shoe Dept., Lub- 
bock, Tex., has had lots of custom- 
ers who wanted a pair of shoes for 
just one wearing, at a wedding or 
some such ceremony. He always 
told them to pay the full price and 
then bring back the shoes and he 
would give them a refund. But no- 
body ever did. 

But finally it happened. A woman 
bought a pair of shoes for $12.99 
and brought them back and got a 
refund of $6, renting the shoes for 
$6.99. 


Captain Copenick 

In 1906, a shoemaker’s son 
dressed up in the uniform of a Ger- 
man army captain and forged an 
order giving him command of a de- 
tachment of soldiers stationed in 
Berlin. Marching them to the little 
town of Copenick, in Prussia, the 
bogus captain arrested the town 
burgomaster and treasurer and 


confiscated $12,000 in city funds. 
He then left part of the troops 
holding the Town Hall, sent his 
prisoners to Berlin, and disap- 
peared with the money. Although 
he was arrested in a week, the au- 
dacity of his hoax made him world 
famous as Captain Copenick. 


How many thumbs to a foot? 


Rough measurements are usually 
called “rule of thumb” because that 
was once the way to make them. 
The first joint of the thumb is ap- 
proximately one inch long. A foot 
was once the length of a foot. 


kikes Dutch shoes 

Charles Kuperus of Sussex, 
N. J., is a Dutch immigrant who 
has Americanized everything but 
his feet. He came to this country 
in 1948 wearing the traditional 
wooden shoes of Holland. Although 
he has adapted himself to other 
American ways, he always slips 
into his wooden shoes when he 
steps from his home. “I just like 
wooden shoes,” he said. “They keep 


my feet warm and that’s what I 
like.” 

Kuperus imports the shoes from 
Holland at a cost of $2 a pair. A 
pair wears out in six weeks. 


Mental cruelty 

Bootblacks in Taipei, Formosa, 
recently demanded that a movie be 
banned because it insulted them. A 
scene in the movie showed a shoe- 
shine boy putting black polish on a 
customer’s white shoes while dis- 
tracted by a girl’s attractive legs. 


Shoe tester 

A 45-year-old employee of a foot- 
wear firm walked 1000 miles from 
Little Rock, Ark., to Florence, S. C., 
testing shoes for his employer. Ac- 
tual walking time was 52 days, not 
counting time out for correspond- 
ing with a widow.he met during 
the hike. 


Skiing in the U. S. 

A group of Norwegians in Red 
Wing, Minn., are credited with in- 
troducing skiing in North America 
in January, 1886. 


Boot and Shoe Recorder 
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THE LEHIGH SAFETY SHOE IS PROTECTED UNDERNEATH 


with soles and heels of Paracril Ozo 


The new Lehigh “Footshield” Safety Shoe offers 
maximum safety. It’s protected on top by a special 
safety shield, protected underneath with soles and 
heels of PARACRIL® OZO...and with good reason 
...for PARACRIL OZO outwears all other sole and 


heel materials by up to 2 to 1. 


A specially developed blend of synthetic rubber 
and vinyl plastic, PARACRIL OZO shoe soles are 
completely non-marking, highly resistant to deteri- 
oration by abrasion (even steel chips), oils and 


chemicals. Soles and heels of PARACRIL OZO 


outwear all others. 


®@ 
Naugatuck Chemical Is 
Division of UNITED STATES RUBBER COMPANY 


DEPT. 635P ELM STREET, NAUGATUCK, CONNECTICUT 


Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontario - CABLE: Rubexport, N. Y. 
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GC-4—BLACK 
GC-14—-ANTIQUE BROWN 


GC-2—BLACK 
GC-12—ANTIQUE BROWN 


GC-6—BLACK 
GC-16—ANTIQUE BROWN 
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For Summer and Back to School 


Gerberich The Balanced Line 


Four fast selling styles from Gerberich’s 
strong balanced line for Summer and 


early Fall. In-Stock to Gerberich Dealers 
in Boys’ 1-6 and Big Boys’ 6'2-11 size 
runs. 


GERBERICH-PAYNE SHOE COMPANY + MOUNT JOY, PA. 











